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team  up  all 

your  different  networks 


to  run  as 


one  Net. 

In  today’s  economy,  companies  are  struggling  with  the  complexities  of  the  Net.  Trying  to  make  intranets, 
extranets,  the  Internet  and  multiple  software  platforms  work  together.  Well  now,  with  Net  services  software 
from  Novell,  they  can  all  be  harnessed  as  one  Net.  So  employees,  partners,  suppliers  and  customers  will 
have  the  freedom  to  connect — securely  and  reliably.  And  companies  will  have  the  power  to  change  their 
eBusiness  as  fast  as  the  Net  economy.  Find  out  how  to  get  all  your  Nets  working  as  one  at  www.novell.com 


Novell 

the  power  to  chaNge 


©  Copyright  2001  Novell,  Inc.  All  rights  reserved.  Novell  is  a  registered  trademark  and  the  power  to  change  is  a  trademark  of  Novell.  Inc.,  in  the  United  States  and  other  countries. 


Your  Data  Could 
Be  On  The  Path 
To  Destruction 

Failure  to  protect  mission  critical  data  can  kill  your  business 
faster  than  your  competitors  can.  Now  you  can  prevent 
data  disasters  from  happening  with  Double-Take®  software 
from  NSI  Software.  Double-Take  delivers  real-time  data 
replication — safely,  securely  and  reliably  to  offsite  locations. 
So  when  disaster  strikes,  you  can  strike  back — in  no  time  flat. 

Why  risk  weathering  the  storm? 

Get  the  Double-Take  advantage  today,  and  know  your  data 
will  be  there  when  it  counts. 

See  for  yourself  why  Double-Take  is  recommended  by  Compaq ®,  Dell ®, 
Microsoft ®,  IBM ®  and  Hewlett-Packard ®.  We  may  not  be  able  to  save 
your  corporate  headquarters,  but  with  Double-Take,  your  customers 
won't  know  it's  gone. 


Call  NSI  Software  at  888-674-9495 
or  visit  www.nsisoftware.com/cio 


GeoC  luster 

for  Windows*  2000/NT* 


®2001  NSI  Software.  NSI  and  Double-Take  are  registered  trademarks  of  Network  Specialists,  Inc.  GeoCluster  is  a  trademark 
of  NSI  Software.  Windows  2000,  Windows  NT,  and  Microsoft  BackOffice  are  registered  trademarks  of  Microsoft  Corporation. 
All  other  names  may  be  trademarks  or  registered  trademarks  of  their  respective  companies. 
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29  The  Winners 

INTRODUCTION  Darwin's  Fittest  50  companies 
know  how  to  keep  their  heads  above  water  when 
the  going  gets  tough.  By  Lew  McCreary 

44  Stay  Ahead  of  the  Game 

WINNER  PROFILE:  ELECTRONIC  ARTS 

This  innovative  enterprise  outpaces  the  competition 
with  a  steady  stream  of  fresh  new  games. 

By  Daintry  Duffy 


48  Yank  Your  Chain 

WINNER  PROFILE:  FLEXTRONICS 

How  do  you  survive  in  an  industry  with  a  3  percent 
profit  margin?  Flextronics  does  it  by  relentlessly 
wringing  efficiencies  from  its  worldwide  supply 
chain.  By  Christopher  Koch 

52  Innovate  Your  Heart  Out 

WINNER  PROFILE:  MEDTRONIC 

Medical  device  maker  Medtronic  thrives  on  product 
innovation  and  Web  transformation.  By  Todd  Datz 


Some  people 
have  the 
impression  that 
the  Internet  is 
dead  and  that 
innovation  is 
going  to  lag.  I 
don't  believe 
that  at  all. 
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Turn  on  a  Dime 


MM 


-DAVID  POTTRUCK, 

PRESIDENT  AMD  CO-CEO, 

THE  CHARLES  SCHWAB  CORP. 


October  2001  www.darwinmag.com 


WINNER  PROFILE:  CITIGROUP 

Citigroup's  first  attempt  at  e-commerce  lost  the 
company  millions.  Today  the  financial  services  giant 
deploys  new  Internet  technologies  with  the  agility 
of  a  startup.  By  Meg  Mitchell  Moore 


60  Combine  and  Conquer 


WINNER  PROFILE:  AOL  TIME  WARNER 

When  AOL  and  Time  Warner  merged,  they 
promised  big  dividends  from  cross-marketing 
synergies.  Can  the  new  company  pull  it  off? 

By  Meridith  Levinson 

MM 

Winners  on  the  cover  (from  top):  Electronic  Arts' 

Don  Mattrick,  Flextronics'  Robert  Dykes,  Medtronic's 
Art  Collins,  Citigroup's  Katherine  Sullivan,  AOL  Time 
Warner's  Steve  Case,  Enron's  Greg  Piper,  Second 
Harvest's  Robert  Forney 
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BrightStor™  Storage  Management  Solutions 

For  years,  storage  management  has  been  an  ever-increasing  cost,  not  a  source  of  potential 
opportunity.  But  that's  all  about  to  change.  Because  we've  created  BrightStor,  the  most 
comprehensive  suite  of  end-to-end  storage  management  solutions  on  the  market.  BrightStor 
lets  you  leverage  your  resources  and  data  across  your  entire  enterprise,  regardless  of 
platform  or  protocol.  In  fact,  BrightStor  is  the  only  suite  of  solutions  that  supports  all 
three  industry  models  — DAS,  NAS  and  SAN -cross-platform.  Which  means  you  can  look 
at  your  eBusiness  needs  as  a  whole,  not  piece  by  piece.  So  you  can  optimize  your  resources 
across  your  entire  storage  infrastructure.  And,  most  importantly,  you  can  do  more  than  just 
store  information.  You  can  actually  use  it. 


HELLO  TOMORROW  WE  ARE  COMPUTER  ASSOCIATES  THE  SOFTWARE  THAT  MANAGES  eBUSINESSr' 


Computer  Associates1 


ca.com/storage 


©2001  Computer  Associates  International,  Inc.  (CA).  All  trademarks,  trade  names,  service  marks,  and  logos  referenced  herein  belong  to  their  respective  companies. 
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THE  BEST  WAY 

TO  MANAGE 
A  SUPPLY  CHAIN 

IS  TO  KNOW 
THE  DEMAND 

CHAIN. 


A  supply  chain  is  built  around  demand.  And  because  demand  can  go  trom 
overwhelming  to  underwhelming  in  minutes,  it  can  wreak  havoc.  That’s  why  the 
mySAP™  Supply  Chain  Management  solution  integrates  seamlessly  to  handle  the  hazards 
of  supply  and  demand.  It  puts  customers  at  the  center  of  a  networked  supply  chain, 
helping  you  anticipate  market  changes  and  fill  orders  faster.  It  also  allows  for  high  visibility, 
so  vendors  and  suppliers  can  work  together  efficiently.  Which  makes  it  the  only  collaborative 
SCM  solution  that  can  turn  a  supply  chain  into  a  profit  center.  For  more  information,  call 
800  872  1727  or  head  to  www.sap.com/scm 
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special  issue  (continued) 


64  Power  the  Web 

WINNER  PROFILE:  ENRON  Using  a  small 
energy  trade  site  as  a  springboard,  Enron  transformed 
itself  into  a  master  of  e-markets.  By  Daintry  Duffy 


68  Supersize  Your  Infrastructure 

WINNER  PROFILE:  AMERICA'S  SECOND 
HARVEST  Here's  how  one  nonprofit  is  shaking  up 
the  food  chain  by  using  IT  to  help  companies  donate 
food  to  the  hungry.  By  Meg  Mitchell  Moore 

73  Leaders  Who  Get  It 

EXECUTIVE  INSIGHTS  Five  executives  from  our 
Fittest  50  winners  have  one  thing  in  common:  They 
understand  that  technology  and  business  strategy  are 
inseparable.  By  Sari  Kalin 

as  Four  Ways  to  Get  Fit 

TECHNOLOGIES  TO  TRY  Feel  a  little  flabby? 
Darwin  introduces  you  to  four  software  and  services 
vendors  that  can  help  get  your  company  in  fighting 
shape.  By  Sari  Kalin 


in  every  issue 
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THE  ELEMENTS  OF  E-MAIL  STYLE  Do  your 
e-mails  get  results?  If  not,  follow  these  rules  for 
writing  compelling  communications.  By  Scott  Kirsner 


se  Tim  &  Nina  Zagat  of  Zagat  Survey 

JUST  A  MINUTE  Edited  by  Elaine  M.  Cummings 


Go  Ahead  and  Ask 

www.darwinmag.com/connect/ask/index.html 

How  can  I  create  a  workplace  that  is  fun?  Why  is 
Disney  so  good  at  CRM?  Will  the  Toysmart.com  case 
affect  privacy  law?  You  ask;  our  experts  answer. 

Just  Ask  Darwin. 

See  What's  Up 

www.darwinmag.com/read/thoughts 

And  what's  down.  Industry  experts  talk  about 
globalization,  staffing  and  much  more.  Read  Five 
Thoughts  About,  posted  every  Thursday. 

Count  on  It 

www.darwinmag.com/learn/numbers/index.html 

Let  Darwinmag.com  help  you  put  two  and  two 
together.  Find  the  latest  statistics  and  research  results 
that  size  up  the  new  economy.  Go  to  Numbers. 

Think  Hard 

www.darwinmag.com/read/swiftkick 

What  do  databases  and  jokes  have  in  common?  Is  the 
Web  libertarian?  Author  David  Weinberger  starts  the 
debate  with  a  Swift  Kick.  Join  in. 

Listen  Up 

www.darwinmag.com/connect/live 

Listen  to  audio  interviews  with  best-selling  authors  and 
mold-shattering  business  leaders.  Hear  new  ideas  from 
Stan  Davis,  Seth  Godin,  Patricia  Seybold  and  others  at 
Darwin  Live. 

Look  at  What  You're  Missing 

www.darwinmag.com/read/archive.html 

Read  all  of  Darwin  magazine.  All  the  time.  Anytime. 
Find  all  past  Darwin  articles  in  the  Darwin  Archives. 


COVER  PHOTOS  (FROM  TOP)  BY  KAREN  MOSKOWITZ, 
JENNY  THOMAS,  JOHN  NOLTNER,  MARK  VAN  S„  AP, 
CRAIG  HARTLEY  AND  GREG  GILLIS 
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Computing  Solutions 
Built  for  Business' 


At  CDW,  we  understand 
what  it  can  be  like 
for  your  IT  department. 


"We  need  computers 
for  the  new  offices  by  next  week." 

Translation:  We  need  a  miracle  by  next  week. 


If  this  is  how  your  e-business  and  manufacture 


Even  the  world’s  most  powerful  e-business  and  manufacturing 
management  systems  can  leave  your  business  dead  in  the  water. 

Because  the  harder  they  work  for  you,  the  more  they  can  work 
against  each  other. 

The  faster  and  better  your  e-business  system  is  at  trawling  for 
customers  on  the  Internet,  the  more  likely  it  is  to  swamp  a 


manufacturing  system  anchored  to  parts,  products  and  processes 
on  the  factory  floor. 

Invensys  Software  Systems  can  get  both  systems  talking  together, 
working  together,  and  pulling  in  the  same  direction. 

With  open  architecture  that  speaks  any  language  your  hardware 
and  software  do.  And  with  the  ability  to  create  a  single,  integrated 
system  that  keeps  your  e-enterprise  and  your  make-to-order 


Systems  work,  let  us  get  them  pulling  together. 


shop-floor  automation  on  the  same  course. 

So  if  you’d  like  to  shorten  cycle  times,  increase  inventory  turns,  and 
speed  e-business  implementation,  contact  us. 


Invensys  Software  Systems 

2191  Fox  Mill  Road,  Suite  500,  Herndon,  Virginia  20171 
Telephone  +1  703  234  6305,  Facsimile  +1  703  234  6719 
www.invensys.com 


You’ll  learn  more  about  how  Invensys  Software  Systems  help  build 
profits  as  well  as  products  and  sales.  And  get  your  business  moving 
full  speed  ahead. 


invensys 

Software  Systems 


APV  Systems  •  Baan  •  Foxboro  •  Wonderware  •  CAPS  Logistics  •  Invensys  CRM 
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Martialing  Your  Forces 

Our  first  annual  Darwin  Fittest  50  Awards  recognize  the 
ability  of  an  enterprise  to  behave  like  a  martial  artist.  In 
the  martial  arts,  practitioners  create  opportunity  by  adding 
to  their  own  energy  the  energy  available  from  the  sur¬ 
rounding  environment.  Usually  that  includes  the  force  and 
momentum  of  one's  opponent,  but  it  also  encompasses 
the  physical  world  in  which  the  contest  occurs— the  floor, 
walls  and  other  nearby  surfaces  and  objects.  More  than 
simply  going  with  the  flow,  contestants  exploit  the  flow, 
make  it  their  own  and  use  it  to  their  best  advantage. 

A  proficiency  for  doing  this  is  hard  to  come  by.  It  relies 
on  the  great  intangibles  of  leadership:  vision,  courage, 
creativity,  flexibility  (tempered  by  a  sense  of  when  not  to 
bend),  restraint,  and  the  ability  to  both  listen  and  per¬ 
suade.  It  also  requires  a  keen  understanding  of  customers 
(the  ones  you  have,  the  ones  you  covet  and  the  ones  you 
might  be  better  off  without).  Finally,  it  calls  for  an  under¬ 
standing  of  your  employees  — what  they  know,  what  they 
need  to  learn,  and  when  it  would  be  wise  to  seek  outside 
skills  and  experience  rather  than  to  grow  them  internally. 

The  inside  environment  — employees,  suppliers,  cus¬ 
tomers,  shareholders,  partners,  even  capital  equipment 
(information  systems,  for  example)  — often  behaves  in  sur¬ 
prising  ways.  So  it's  easy  to  see  how  unreliable  it  can  be 
to  place  bets  on  the  behavior  of  the  outside  environment. 


Consider  what  happened  to  General  Electric,  one  of  busi¬ 
ness  history's  adaptation  all-stars.  GE  was  all  set  to  merge 
with  electronics  and  aerospace  giant  Honeywell  when  the 
environment  — in  the  form  of  the  European  Community- 
turned  unfriendly.  The  combined  strength  of  GE  and  Hon¬ 
eywell  was  likely  to  imperil  European  competitors. 
Consequently,  the  EC  set  stern  conditions  for  approving 
the  merger  that  were  so  constraining  that  GE  quickly 
backed  out.  What  was  widely  regarded  as  a  fitting  cap¬ 
stone  of  Chairman  and  CEO-icon  Jack  Welch's  stellar 
career  ended  up  as  an  unforeseen  debacle. 

But  was  it  unforeseeable?  Was  there  someone  some¬ 
where  within  GE  who  gamed  out  the  possibility  of  Euro¬ 
pean  displeasure  over  the  Honeywell  deal?  Perhaps.  But 
as  Darwin  Contributing  Editor  Scott  Kirsner  observed  in 
his  Ecosystem  column  in  July,  strategic  planning  in  most 
enterprises  demonstrates  an  overdeveloped  ability  to  see 
the  silver  linings  and  miss  the  dark  clouds.  Effective  plan¬ 
ning  means  imagining  disasters  in  the  making.  You'd 
never  know  it  from  the  Jackie  Chan  movies,  but  martial 
artists  are  constantly  weighing  the  risk  of  catastrophe  — 
and  doing  so  in  an  eye-blink. 

Unfortunately,  a  well-honed  instinct  for  pessimism  is 
anathema  to  most  relentlessly  upbeat  alpha  executives. 
Never  mind.  Maybe  you  can't  embrace  pessimism  yourself. 
But  make  sure  that  you  surround  yourself  with  at  least  a 
few  really  bleak  characters  whose  job  will  be  to  consider 
the  dark  alternatives  to  your  every  bullish  scenario. 

Are  you  a  martial  artist  or  merely  an  aggressive  opti¬ 
mist?  Let  me  know  at  mccreary@darwinmag.com. 


PS:  This  month's  issue  is  itself  the  product  of  a  few  solid 
rounds  of  martial  exertion  — a  team  sport  like  every  other 
Darwin  issue.  Still,  this  one  was  unusually  complicated.  The 
lead  practitioner  in  bringing  this  content  to  life  was  Senior 
Editor  Sari  Kalin.  Art  Director  Steve  Traynor  made  the  ardu¬ 
ous  stuff  seem  like  fun  while  still  insisting  on  rigor  and 
responsibility. 
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Infonet  offers  multinationals 
global  communications  that  are  snag-free. 

Infonet  has  recently  received  the  prestigious  WCA  Awards  for  Best  Customer 
Care  and  Best  Carrier.  But  to  those  of  you  who  know  us,  that  should  come  as  no 
surprise.  Infonet’s  global  communications  solutions  are  customized,  innovative, 
reliable,  secure,  cost-effective.  And  fully  managed  end-to-end  over  our  global 
multiservice  network.  Infonet  offers  local  support  in  more  than  60  countries  and 
connections  in  over  180.  You  get  snag-free  services  that  let  your  business 
run  as  smooth  as  silk.  Global  communications  services  for  multinationals. 


jnlAnAf 

www.infonet.com 


Europe  —  Middle  East  —  Africa  +  32  2  627  39  11  Asia  Pacific  +  65  838  5215  North  America  +  i  310  335  2600  Latin  America  +  56  2  368  9400 
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FEEDBACK  FROM  OUR  READERS 


I.T.'S  LITTLE  SECRETS 


As  somebody  who  has  been  intimately 
involved  with  several  hundred,  million-dollar 
enterprisewide  projects  within  Global  2000 
companies  (on  the  end  user,  industry  analyst 
and  vendor  sides),  I  emphatically  related  to 
everything  in  your  article  [“The  Dirty  Half- 
Dozen,”  June  2001],  except  one  thing  that 
never  got  mentioned. 

The  dirty  little  secret  in  the  IT  industry  is  that  just 
about  80  percent  of  the  projects  fail  because  of  dirty 
inaccurate  data.  Dirty  data  has  ruined  many  good  ini¬ 
tiatives  and  good  careers. 

Natasha  Krol  |  Vice  President  of  Marketing  |  Evoke  Soft¬ 
ware  I  San  Francisco  I  nkrol@evokesoft.com 


among  the 

media  channels,  and  a  ton  of 

work  must  be  done  to  mature  it  as  a  medium.  I  still 

say  consistency  is  the  key. 

Martin  J.  McNeese  |  President  and  Chief  Creative  Officer  | 
TechnikOne  |  Charlotte,  N.C.  |  mmcneese@technikone.com 


Send  your  feedback  to 
letters@darwinmag.  com . 
Letters  may  be  edited 
for  length  or  clarity. 


BRANDING  MATTERS 

I  just  finished  reading  your  branding  article 
[“Brand  New  Branding,”  July  2001] .  I’m  covisionary  of 
a  digital  branding  agency  in  Charlotte,  N.C.,  and  we’re 
challenged  daily  with  the  task  of  convincing  clients 
that  branding  is  an  area  that  should  be  given  due  atten¬ 
tion.  I  side  with  Scott  Bedbury  [Brandstream  CEO] 
and  A1  Ries  [Ries  &  Ries  chairman]  in  that  a  com¬ 
pany’s  brand  is  the  sum  total  of  experiences  a  customer 
has  with  that  company,  and  given  the  newness  of  the 
Web,  it  should  be  adapted  to  deliver  a  positive  brand 
experience  that  supports  the  company’s  promise  and 
its  value  propositions. 

It’s  simple  in  theory:  You  have  an  experience  you 
want  to  deliver  to  customers.  Given  the  number  of 
media  channels  to  deliver  it,  you  adapt  the  experience 
to  take  advantage  of  the  strengths  of  the  channel.  The 
challenge  is  to  determine  what  channels  to  use  and 
how  to  integrate  them  to  communi¬ 
cate  a  message. 

We  witness  it  all  the  time,  and 
even  a  number  of  Global  1000  com¬ 
panies  are  at  fault.  Their  “branded” 
Web  experience  is  inconsistent  with 
their  physical  brand  experience,  a 
huge  disconnect  that  fails  the  basic 
premise  of  branding. 

Again,  the  Web  is  still  the  newbie 


You  brought  to  the  surface  many  ideas  that  I  think 
would  normally  go  undiscovered.  I  particularly  like 
the  comparison  between  the  online  medium  and  other 
more  established  mediums,  demonstrating  that  it  takes 
a  while  to  get  it  right.  We’ve  got  a  long  way  to  go.  You 
seemed  to  gather  varying  perspectives,  which  made  for 
very  interesting  reading. 

As  an  employee  of  a  branding  agency,  I  try  to  read 
as  many  perspectives  as  I  can  find.  We  recently  started 
a  sister  company,  WebFingerprint,  which  focuses  a 
great  deal  on  online  branding.  Your  article  provided  a 
lot  of  language  that  I  think  helps  to  bring  into  simpler 
terms  exactly  what  it  is  we’re  trying  to  do  for  clients. 
Owen  Murphy  |  Associate  PR  Account  Manager  | 

The  Brownstein  Group  |  Philadelphia  |  omurphy@ 
brownsteingroup.  com 

THE  WAY  OF  THE  WISE 

Your  recent  article  was  right  on  track  with  con¬ 
cerns  and  issues  we  face  regarding  the  collection  and 
exchange  of  information  [“Get  Ready  for  the  Privacy 
Backlash,”  August  2001].  This  privacy  issue  is  a  run¬ 
away  train  that  is  quickly  coming  to  the  public  atten¬ 
tion.  Wise  companies  know  the  key  business  impact 
these  issues  may  have  on  their  operations  and  are 
already  addressing  them. 

John  Dana  Smith  |  Assistant  Vice  President  of  IT  |  Advanta 
Bank  |  Salt  Lake  City  |  dsmith@advanta.com 
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BThe  Xerox  Document  Centre  family  of  network  multi-function  systems  saves  you  the  most  time  and  money  by  delivering 
unmatched  productivity.  Our  uniquely  intuitive  screens  make  it  easier  for  anyone  to  print,  scan,  copy,  fax  -  and  now, 
even  e-mail  documents  from  our  Document  Centre  consoles.  Document  Centres  are  fast  because  they're  intelligent.  So 
intelligent,  in  fact,  depending  on  the  Document  Centre  system  you  choose,  it  allows  you  to  use  different  functions  simultaneously  while 
printing  up  to  3X  faster  than  leading  competitors  in  its  class*  The  result  is  cost-crunching  productivity  that'll  have  everyone  smiling. 


IF  YOU  COULD  PRINT  WHILE  YOU  SCAN, 
COPY  WHILE  YOU  E-MAIL, 

:  FAX, 

AND  DO  IT  ALL  WHILE  PRINTING 
UP  TO  3X  FASTER... 


YOU'D  BE  SMILING  TOO. 


SMILE.  NOW  YOU  CAN  LEARN  HOW  TO  LOWER  COSTS  AND  TAKE  YOUR  OFFICE  PRODUCTIVITY  TO  THE  NEXT  LEVEL  WITH  OUR  FREE 
"PLANNING  GUIDE  FOR  SENIOR  EXECUTIVES."  TO  GET  YOURS,  CALL  1  800  ASK  XEROX.  EXT.  369  OR  VISIT  WWW.XEROX.COM/SMILE 


The  Document  Company 

xerox 


•Based  upon  independent  testing  versus  leading  competitive  products  conducted  by  BERTL  (Digital  Test  Lab).  Reports  dated  February  2001.  XEROX,*  The  Document  Company*  and  Document  Centre*  are  trademarks  of  XEROX  CORPORATIO 
These  models  may  contain  some  recycled  components  that  are  reconditioned. 


Portals: 

Build  Them  Right 
and  They  Will  Come 

Fast  on  their  way  to  becom¬ 
ing  the  primary  way  profession¬ 
als  share  information,  portals 
are  red  hot  within  organizations 
today.  But  to  paraphrase  a 
popular  movie,  if  you  build  a 
portal,  will  they  come?  And  if 
users  come,  will  they  stay? 

The  short  answer  is,  “not  nec¬ 
essarily."  The  reason  is  that  firms 
often  don’t  take  a  true  cus¬ 
tomer-centric  approach  to  build¬ 
ing  portals  to  assure  an  optimal 
user  experience.  Moreover,  firms 
frequently  underestimate  the 
complexity  of  integrating  legacy 
data  with  other  information 
sources  to  be  fed  into  the  portal. 

“When  building  portals,  you 
need  to  think  in  terms  of  a  full 
life  cycle,”  notes  Terry  Hisey,  V.  P. 
and  General  Manager,  e-Business 
Services  at  Unisys.  “This  starts 
with  alignment  between  your 
business  strategy  and  portal 
strategy  and  continues  through 
devising  the  solution  to  acquir¬ 
ing  information  to  integrating 
data  sources.  Then  it’s  on  to  de¬ 
ployment  and  ongoing  support.” 

To  make  this  dream  a  reality 
for  clients,  Unisys  has  combined 
its  rock-solid  experience  in  con¬ 
sulting  and  integration  with  patent- 
pending  portal  management  meth¬ 
odologies.  To  learn  how  Unisys 
can  help  conceive,  build  and 
manage  world-class  portals,  visit: 
www.aheadforebusiness.com 
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We  have  a  head  for  e-business. 
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GET  YOUR  FINANCES 
IN  ORDER 

I  think  Darwin  overlooked  a  couple  of 
points  on  application  service  providers 
[“Surviving  Your  ASP,”  July  2001] .  Looking 
at  the  financial  stability  of  your  prospective 
ASP  should  be  job  one.  Make  it  part  of  the 
due  diligence  and  contract  talks  to  see  the 
ASP’s  financial  reports,  pro  forma  and  so 
on.  Understand  the  business  model  for  the 
type  of  ASP  you  are  looking  at.  What’s  the 
application,  and  how  are  economies  of 
scale  achieved?  The  writer  is  right  that 
ASPs  have  not  proven  to  be  cost  effective, 
but  that  has  a  great  deal  to  do  with  the 
business  model  they  pursue.  If  the  applica- 
tion  is  fairly  vanilla  and  multiple  copies  can 
be  run  on  a  single  server,  it  may  stand  a 
chance  of  success. 

Rock  Griffin  |  Executive  VP  |  Logica  |  Lexing¬ 
ton,  Mass.  |  griffinr@logica.com 

IRELAND'S 

DISCONNECT 

One  thing  is  missing  from  your  article 
["Eireheads,"  July  2001]:  the  sad  state  of 
Internet  connectivity  on  the  Emerald  Isle. 
[Prime  Minister]  Bertie  Ahearn  would  be 
better  off  putting  a  fraction  of  the  $2.3  bil¬ 
lion  that  he’s  spending  on  this  one  small 
area  of  Dublin  to  upgrade  the  entire  coun¬ 
try  with  some  kind  of  decent  Net  access. 
To  put  it  simply,  there  is  no  broadband  in 
Ireland.  Every  home  user  must  use  either 
56K  dial-up  service  or  spend  outrageous 
amounts  of  money  for  an  ISDN  connec¬ 
tion.  There  are  no  flat-rate  access  packages 
anymore.  The  one  that  has  been  here 
for  two  years,  Esat  (owned  by  British 
Telecommunications)  SurfNoLimits  (SNL), 
has  recently  cancelled  the  subscription  of 
10  percent  of  its  heavy  users,  and  the  future 
of  the  whole  package  is  up  in  the  air.  There 
are  no  flat-rate  packages  because  SNL  is  no 
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longer  accepting  new  subscribers,  and 
there  is  a  good  chance  that  the  program 
will  be  scrapped  completely  as  it  seems  to 
be  a  money-losing  enterprise  because  of  the 
national  phone  company’s  (Eircom)  high 
access  rates  for  other  phone  providers.  Eir¬ 
com  charges  for  every  phone  call,  not  just 
long  distance  calls.  Normal  Internet  bills 
for  people  I  know  run  into  the  hundreds  of 
Irish  pounds  per  month. 

As  well,  Eircom  to  date  (flying  in  the  face 
of  European  Union  legislation)  has  not 
unbundled  the  local  loop,  stalling  any  hopes 
of  broadband.  It  is  in  the  process  of  seeking 
and  getting  new  owners,  so  the  state  of  the 
asymmetric  digital  subscriber  line  (ADSL) 
that  the  company  is  touting  to  come  into 
service  this  year  is  up  in  the  air.  When  I 
moved  here  in  July  1999,  Eircom  said  that 
ADSL  would  be  available  in  a  few  months. 

So  the  folks  who  are  hoping  to  come  to 
Ireland  and  have  the  same  decent  access 
speeds  that  they  do  in  other  countries  (the 
United  States,  Scandinavia,  France  and  so 
on)  will  be  sorely  disappointed.  They  of 
course  will  have  it  in  their  digital  village, 
while  the  rest  of  Ireland— those  trying  to 
run  e-commerce  businesses  from  homes  or 
the  average  Net  user — are  stalled  in  tech¬ 
nology  that  was  old  10  years  ago. 

Elana  Kehoe  |  Public  Relations  Officer  |  Ireland 
Offline  |  Dublin,  Ireland  |  elana@irelandoffline.net 

W  E  STA  N  D 
CORRECTED 

In  "Just  a  Minute,"  August  2001,  we 
misspelled  Xerox  President  and  CEO  Anne 
Mulcahy’s  name.  We  regret  the  error. 

To  clarify  a  point  in  August’s  “Get  Ready 
for  the  Privacy  Backlash,”  Abacus,  a  direct 
marketing  division  of  Doubleclick,  has  an 
alliance  business  model  and  provides  infor¬ 
mation  only  to  its  partner  companies. 

-The  Editors 
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s  financial  companies  expand  across  banking,  insurance,  and  brokerage, 
there's  someone  equipped  to  deal  with  the  complexity.  Unisys.  Our  global 
experience  extends  deep  into  the  world  of  financial  services.  Rather  than 
giving  you  part  of  the  solution,  we  deliver  all  of  it,  unifying  your  back  office 
with  your  front  office.  We’ll  help  deploy  your  services  through  multiple 
channels,  from  mobile  and  iTV,  to  ATM,  branch,  call  center  and  the  Internet. 
As  your  strategic  partner,  we’ll  unify  everything  with  your  existing  legacy 
systems.  We’ve  done  it  before  and  we’re  ready  to  do  it  again  for  you. 

Visit  us  at  www.aheadforebusiness.com. 


We  have  a  head  for 


...IE...  U. 


darwin 


How  to  Reach  Us 

E-mail  letters@darwinmag.com 

Phone  508  872-0080 

Fax  508  879-7784 

Address  Darwin  Magazine 
492  Old  Connecticut  Path 
P.O.  Box  9208 

Framingham,  MA  01701-9208 

Website  www.darwinmag.com 

Subscriber  Services  800  788-4605 
Fax  508  879-7899 
E-mail  denisep@cxo.com 

Reprints  Reprints  are  available  by 
calling  RMS  at  717  399-1900,  ext.  123, 
or  via  e-mail  at  bmolloy@rmsreprints.com. 


INTERNATIONAL  DATA  GROUP 
Board  Chairman  Patrick  J.  McGovern 

President  and  CEO  Kelly  Conlin 

BPA  International  Membership 

Applied  for  September  2000 

©  CXO  Media  Inc. 


President  and  CEO  Joseph  L.  Levy 
Group  Publisher  Gary  J.  Beach 
Publisher  Frank  S.  Genovese 

EDITORIAL 

Editor  in  Chief  Lew  McCreary 

Managing  Editor  Elaine  M.  Cummings 

Managing  Editor,  Production  Cheryl  R,  Asselin 

Executive  Editor  Christopher  Koch  (Investigations) 

Senior  Editors  Todd  Datz,  Alice  Dragoon,  Daintry  Duffy, 
Carol  Hildebrand,  Sari  Kalin 

Contributing  Editor  Chris  Lindquist 
Research  Editor  Lorraine  Cosgrove  Ware 
Copy  Chief  Tom  Wailgum 

Assistant  Managing  Editor,  Production  Kathleen  S.  Carr 

Copy  Editors  Kelli  A.  Gauthier  (Assoc.),  Emily  S.  Henderson, 
Sarah  Johnson  (Assoc.),  Penny  Sloane  (Senior) 

Research  Manager  Lynne  Z.  Rigolini 
Editorial  Resource  Manager  Carol  Zarrow 

Editorial  Assistants  Amanda  Fox,  Joe  Sullivan, 

Stephanie  Viscasillas 

Special  Projects  Assistant  Cristina  Sousa 
Editors  at  Large  Thomas  H.  Davenport,  Scott  Kirsner 
Contributors  Meg  Mitchell  Moore 

Editorial  Operations  Coordinator  Karen  J.  Zirpola 
Editorial  Admin.  Assistant  Joyce  Paquette 

DESIGN 

Executive  Director,  Art  and  Design  Mary  Lester 
Art  Directors  Terri  Haas,  Steve  Traynor 
Senior  Designer  Maria  Cristina  Villa 
Designer  Kaajal  S.  Asher 

Design  Group  Assistant  Rachel  Barnett 

WEBSITE 

Senior  VP/General  Manager,  Online  Tim  Horgan 

Web  Editorial  Director  Art  Jahnke 

Executive  Web  Editor  Martha  Heller 

Web  Editor  Ryan  Mulcahy 

Web  Writers  Danielle  Dunne,  Jon  Surmacz 

Online  Technology  Director  Dagmar  Eiben 

Senior  Web  Developer  Ellen  Morey 

Online  Research  Manager  Kathleen  Kotwica 

Audience  Development  Manager  Andy  Burrell 

Web  Developers  Diane  Chen,  Shannon  Macdonald 

Web  Engineer  Kelly  Kimball 

Online  Content  Researchers  Tara  Gillet-Liloia,  Lisa  Sydney 
Web  Interns  Karalee  Serra,  Graham  White 

CIRCULATION 

Senior  VP/Circulation  Carol  A.  Spach 

Subscription  Svcs.  Manager  Denise  Perreault 

Subscription  Svcs.  Supervisor  Tina  Pescara 

Circulation  Assistant  Lisa  Byron 

Circulation  Assistant/Researcher  Matthew  Millette 

PRODUCTION 
VP/Manufacturing  Chris  Cuoco 
Production  Manager  Lee  Tuttle 
Ad  Production  Coordinator  Lisa  Stevenson 


EXECUTIVE  PROGRAMS 
Executive  VP  Lynda  Rosenthal 

Executive  Assistant  Susan  Weidman 
VP,  Event  Marketing  Cynthia  Mollus 
Director,  Marketing  Services  Shellie  Rapson  James 
Manager,  Program  Operations  Brian  Fuce 
Manager,  Procurement/Tech.  Planning  Cynthia  Laird 

Managers,  Program  Development  Graceanne  Gatz, 

Sherry  Keyles,  Maria  Orareo 

Manager,  Client  Services  Jeremy  E.  Draper 
Event  Development  Specialist  Sandra  J  Hughey 

Program  Applications  Specialists  Heather  Beauton  (Senior), 

Leah  Graves  (Assoc.) 

Senior  Program  Marketing  Specialist  Karen  Peabody 
Operations  Coordinator  Michael  Barbato 

Fulfillment  Services  Coordinators  Andrea  Harney, 

Kristine  Vibert 

Manager,  Event  Planning  Amy  Sanderson 
Event  Planning  Specialist  Rachel  Sherman 

MARKETING 

Executive  VP/Marketing  Cathy  O'Leary  Hayes 
VP/News  and  Information  Susan  Watson 
Senior  Manager/News  and  Information  Joanne  Brown 
Media  Relations  Manager  Karen  Fogerty 
News  and  Information  Specialist  Julie  Hanson 
News  and  Information  Assistant  Lori  Piscatelli 
Marketing  Research  Director  Bridget  Cammarata 
Marketing  Research  Manager  Carolyn  Johnson 
Sr.  Marketing  Research  Analyst  Dylan  DiGregorio 
Marketing  Comm.  Director  Sue  Yanovitch 
Marketing  Comm.  Manager  Nicole  Glinski  Curtin 
Sr.  MarComm  Development  Specialist  Kari  Noah 
Marketing  Comm.  Coordinator  Sarah  Crowley 

ADMINISTRATION 

Executive  VP/Operations  Walter  Manninen 

Executive  Assistant  to  the  President/CEO  Diane  Martin 

Jr.  Financial  Analyst  Hilary  Smith 

Billing  Administrator  Joyce  Gillis 

Facilities  Specialist  John  Kelley 

Facilities  Coordinator  Ricky  Finlay 

Office  Services  Coordinator  Mary  E.  Wooldridge 

INFORMATION  SYSTEMS 
VP/CIO  David  Woodall 

Manager,  Network  Services  James  C.  Burgoyne 

User  Services  Manager  Ron  Bettencourt 

Senior  User  Services  Specialist  Michael  Fahlsing 

System  Administrator  Robert  Reagan 

User  Support  Specialists  Jonathan  Frappier,  Paul  Goddard 

IS  Intern  Ben  Gonzales 

NEW  BUSINESS  DEVELOPMENT 
VP,  Business  Development  &  Strategic  Alliances 

Cheryl  M.  Hardy 

Coordinator,  Business  Development  Kelly  Gabe 


HUMAN  RESOURCES 
VP,  Human  Resources  Patty  Reilly 
Human  Resources  Manager  Tanya  Bureau 
Human  Resources  Representative  Beth  Senges 


l8 


October  2001 


WWW.DARWINMAG.COM 


1998 

Outsourced  E-mail 

e-centives,  Inc. 


1979 

Cellular  Phone 

AT&T  and  Bell  Labs 

1971 

Personal  Computer 

John  Blankenbaker 


1941 

Software-run 

Computer 

Konrad  Zuse 

1926 

Television 

John  Baird 


) 


1896 

Radio 

Guglielmo  Marconi 


1876 

Telephone 

Alexander  Graham  Bell 


1844 

Telegraph 

Samual  Morse 


1808 

Typewriter 

Pellegrino  Turri 


1439 

Printing  Press 

Johannes  Gutenberg 


Promotions  Network 
Commerce  Network 
Outsourced  E-mail 
Member  Services 
Commerce  Solutions 

Know 

outsourced 

e-mail? 


We  practically  invented  it. 


In  1998,  e-centives  launched  a  marketing  revolution:  customized,  targeted  e-mail. 

And  we’ve  been  the  leading  provider  of  permission-based  e-mail  campaigns  ever  since. 
Our  experts  create,  deliver  and  track  millions  of  messages  daily  for  some  of  the  biggest 
names  in  business  —  like  Restoration  Hardware,  Chase®  and  Quicken®  TurboTax®. 

We’ll  combine  our  proven  technology  and  techniques  to  bring  you  a  complete  e-mail 
solution  that  includes: 

■  Expert  strategy  and  creative  development 

■  Experienced  list,  data  and  subscription  management 

■  Effective  testing  processes 

■  Targeted  personalization  technology 

■  Proven  delivery  systems 

■  Insightful  tracking,  reporting  and  analysis 


Experience  is  everything  —  especially  when  you’re  trying  to  build  profitable  relationships. 
Why  settle  for  anything  less  than  the  best?  Contact  the  experienced  innovators  at 
e-centives  today. 


To  learn  more  about  Outsourced  E-mail  and  our  other  solutions,  visit  us  at  www.e-centives.com  or  call  1 .877.ECENTIVES. 


©  1999-2001  e-centives®,  Inc.  All  rights  reserved,  e-centives®'  and  e-centives  logo  are  the  exclusive  trademarks  of  e-centives,  Inc. 
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Toshiba  PCs  use  genuine  Windows®  Operating  Systems 
www.microsoft.com/piracv/howtotell 


pentium®/// 


'Due  to  FCC  limitations,  speeds  of  53Kbps  are  the  maximum  permissible  transmission  rates  during  downloads.  Actual  data  transmission  speeds  will  vary  depending  on  line  conditions.  2Via  PC  Cc 
trademark  and  choose  freedom  is  a  trademark  of  Toshiba  America  Information  Systems,  Inc.  and/or  Toshiba  Corporation.  Bluetooth  is  a  trademark  owned  by  its  proprietor  and  used  by  Toshi 


Put  away  those  wires  and  experience  state-of-the-art  wireless  computing 


•  Pentium  III  processors  up  to  1GHz.  featuring 
Intel  SpeedStep  technology 

•  5  Ways  to  Connect- Wireless  LAN,  10/100  Ethernet 
V.90  56K  modem.'  fast  IR.  Bluetooth' 

•  Toshiba  DVD-ROM/CD-RW  multifunction  drive:  6X  max. 
DVD-ROM;  24X  max.  CD-ROM;  4X  max.  CO-R/RW 

•  Brilliant  XGA  or  SXGA+ 14.1"  TFT  display 

•  Only  5.5  lbs!,  fully  configured 

Buy  direct  at  1-800-T0SHIBA 
or  visit  a  Toshiba  reseller  today! 
www.toshiba.com 


with  the  Tecra®  8200  portable.  The  powerful  Tecra  includes  integrated  Wi-Fi™  technology — a 


seamless,  wireless  solution  with  a  diversity  antenna  designed  right  into  the  lid  for  clean  360° 


connections  and  superb  reception.  Toshiba  offers  five  ways  to  connect  simultaneously,  with 


SUDDENLY  WIRES  ARE  AN  ACCESSORY. 


built-in  modem,  Ethernet,  wireless  LAN.  fast  IR.  and  Bluetooth ™2  Take  advantage  of  one  platform 


and  one  image  for  fast  qualification  and  easy  setup  to  lower  management  costs  and  increase 


efficiency.  And  with  a  Mobile  Pentium®  III  processor  up  to  1GHz,  featuring  Intel®  SpeedStep 7 


technology,  this  portable  solution  is  ready  to  take  your  business  to  the  next  level,  choose  freedom 


tm 


TOSHIBA 
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MASTERING  THE  E-BUSINESS  ENVIRONMENT  By  Scott  Kirsner 


The  Elements  of  E-Mail  Style 

Do  your  e-mails  get  the  results  you  desire?  If  not,  follow  these  elementary  yet 
underpracticed  rules  for  writing  compelling  communications. 


WHEN  SOMEONE  RECEIVES  AN  E-MAIL  FROM  YOU 

they  don’t  just  jump,  they  ask  for  a  specific  altitude. 
You’ve  never  had  to  send  a  message  twice  or  pester 
someone  by  phone  because  they  haven’t  responded  to 
you  electronically 

This  column  is  not  for  you. 

The  compendium  of  advice  that  follows  is  for  peo- 
pie  whose  e-mails  sometimes  don’t  get  the  attention 
they  deserve.  Heed  it,  and  you’ll  be  writing  more  effec¬ 
tive  messages  that  get  better  results — faster.  Ignore  it, 
and  your  e-mail  will  continue  to  fade  into  the  back¬ 
ground  of  recipients’  inboxes,  along  with  the  offers  to 
“Make  Big  $$$  Working  from  Your  Linen  Closet!!!” 

Brevity  Rules 

If  you  aim  for  your  e-mail  to  be  read  in  its  entirety,  it 
should  be  no  more  than  one  screen  long.  That  trans¬ 
lates  into  about  25  lines  of  text  or  230  words.  Don’t  write 
e-mails  that  consist  of  one  long,  blocky  paragraph 
crammed  with  lots  of  ideas.  Short  paragraphs  with 
spaces  in  between  will  imbue  your  e-mail  with  energy 
and  urgency.  Fax  and  snail  mail  are  two  great  options 
for  longer  missives,  and  they  tend  to  get  more  attention 
than  e-mail. 


Subliminal  Messages 

If  you  are  writing  an  e-mail  with  the  intention  of  get¬ 
ting  someone  to  do  something,  bring  it  up  in  the  sec¬ 
ond  sentence.  Otherwise,  you  can’t  be  certain  they’ll  get 
your  drift.  For  example: 

It  was  great  to  share  a  cab  with  you  last  week  at 
the  annual  meeting  in  Las  Vegas.  I  wanted  to  fol¬ 
low  up  on  our  conversation  by  asking  if  you'd 
review  the  technical  specs  for  our  new  human 
resources  system.  Let  me  know  if  you  have  any 
suggestions  for  changes. 

It’s  also  not  a  bad  idea  to  end  your  message  by  reit¬ 
erating  what  you’re  asking  for  and  mentioning  any 
impending  deadlines. 

Pick  a  Subject,  (Almost)  Any  Subject 

Some  people  leave  the  subject  lines  of  their  e-mails 
blank.  This  is  baffling  to  me;  perhaps  they’re  hoping 
that  my  sense  of  curiosity  will  compel  me  to  open  their 
messages.  Crafting  a  relevant  subject  line  will  prompt 
people  to  open  your  e-mails  and  act  on  them  quickly. 
E-mails  with  subject  lines  that  say  “Important!”  or 
“Read  Me  Immediately”  will  do  the  trick  only  once — 
maybe  twice — before  your  colleagues  wise  up. 

Give  the  recipient  a  sense  of  what’s  inside.  Here  are 
some  subject  lines  that  would  convince  me  to  read 
them  ASAP:  “Must  Reschedule  Toronto  Trip,”  “Dinner 
Invitation  for  You”  or  “Seeking  Ideas  for  Dec.  Sales 
Meeting.” 

The  terms  urgent  or  FYI  are  sometimes  appropriate 
for  subject  lines — for  example,  “FYI:  New  Phone  #  for 
Cleveland  Office” — but  use  them  sparingly. 

A  Hail  of  Bullets 

If  you  are  recapping  things  that  have  happened  in  the 
past,  such  as  topics  covered  at  a  meeting,  or  discussing 
things  that  need  to  get  done,  consider  using  bullets  or 
numbers.  For  example: 

Before  next  month's  trade  show,  we  need  to: 

1 .  Spruce  up  the  booth  structure  (Andres) 
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ILLUSTRATION  BY  ALLEN  CRAWFORD 


www.synygy.com 


Synygy  has  a  ten-year  history  of  successfully  implementing  Enterprise  Incentive  Management  (EIM) 
software  on  time,  within  budget,  and  with  consistently  high  client  satisfaction. 


Synygy  has  helped  Sun  Microsystems,  GE  Lighting,  DuPont,  Bausch  &  Lomb,  Fleet  Mortgage  Group,  Johnson  &  Johnson,  Coors  Brewing,  Siemens,  and  dozens  of 
other  Global  2000  companies  turn  their  variable  pay  plans  from  an  operational  hassle  into  a  strategic  advantage. 

Synygy  delivers  “software  as  a  service”— providing  a  full  spectrum  of  EIM  solutions  from  enterprise  software  to  ASP  to  complete  plan  management 
outsourcing— all  with  no  up-front  cost  to  purchase  software. 

Visit  www.synygy.com  today  to  request  free  white  papers  and  case  studies.  Or  call  us  at  610-664-7433  x7970  to  learn  about  The  Synygy  Guarantee  and  why 
our  success  has  made  us  the  largest  provider  of  EIM  software  and  services.  We  guarantee  that  you  too  will  be  satisfied  with  your  Synygy  EIM  solution  — or 
we’ll  give  you  your  money  back! 


Copyright  ©  2001  Synygy  Inc.  and  Masterfile.  All  Rights  Reserved. 
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ecosystem 


2.  Decide  on  and  order  giveaways:  rubber 
duckies  or  Groucho  glasses  (Suzi) 

3.  See  if  one  of  the  interns  is  willing  to 
wear  the  gorilla  outfit  (Jeff) 

you  are  not  e.e.  cummings 

When  I  get  e-mails  that  employ  only  lowercase  letters 
and  skimp  on  the  punctuation,  I  tend  to  assume  that 
the  sender  is  either  4  years  old  or  is  using  one  of 
his  hands  to  type  and  the  other  to  excavate  his  aural 
canal. 

Capital  letters  and  appropriate  punctuation  are  just 
as  important  in  e-mails  as  in  old-fashioned  letters;  they 
encourage  people  to  take  you  seriously.  It’s  also  smart 
to  run  your  outgoing  messages  through  a  spellchecker 
and  to  proofread  them  quickly  for  grammatical  mis¬ 
takes  and  fuzzy  writing  before  you  send  them. 

Usable  URLs 

When  you  refer  people  to  a  website,  include  the  com¬ 
plete  address  on  a  line  of  its  own.  For  example: 

If  you  have  some  time  to  kill,  visit  this  website: 
http://www.modernhumorist.com 
Don’t  put  any  punctuation  before  or  after  the  URL. 
If  you  do,  it  will  prevent  your  recipients  from  simply 
clicking  on  the  URL  and  having  the  webpage  open  in 
their  browser  window. 

Cut  Attachments  Loose 

Sending  out  unsolicited  attachments  can  quickly  turn 
you  into  an  e-mail  outcast.  Don’t  attach  documents, 
pictures  or  spreadsheets  to  your  messages  unless  you’re 
certain  the  recipient  wants  or  needs  to  see  them.  Some¬ 
times,  when  you  have  the  urge  to  distribute  a  document 
or  a  set  of  documents  to  a  large  group  of  people,  it  may 
prove  more  convenient  for  everyone  if  you  simply  post 
the  documents  to  an  easily  accessible  intranet  site  and 
send  an  e-mail  with  a  pointer  to  their  location. 

If  you’re  sending  out  a  fusillade  of  attachments — say, 
three  or  more — you  may  want  to  send  each  as  a  sepa¬ 
rate  message,  using  the  subject  line  to  alert  the  recipi¬ 
ent  to  the  contents  of  the  file  you’re  attaching.  It’s  much 
easier  for  the  recipient  to  receive  a  message  titled  “2002 
Budget  Spreadsheet”  with  an  attachment  called 
2002bud.xls,  rather  than  to  receive  the  attachment  as 
part  of  a  long  list  of  other  attachments  at  the  bottom  of 
a  message. 

Weaving  a  Reply 

I  keep  my  e-mail  software  set  to  automatically  quote 


the  original  message  when  I  reply.  This  way,  if  I  fire  off 
a  quick  yes  or  no  response  to  the  sender,  he  can  see 
what  I’m  talking  about,  since  his  original  message 
appears  at  the  bottom  of  the  e-mail. 

Sometimes  I  weave  my  response  into  the  text  of  the 
original  message,  like  this: 

My  thoughts  on  your  last  message  appear  below: 
>>What  do  you  think  about  the  new  packaging? 
Colors  are  great.  Will  the  plastic  window  increase 
production  costs  at  all? 

>>Do  you  think  we  need  to  rewrite  the  text  on 
the  back  of  the  box,  or  should  we  just  keep  last 
season's  copy? 

Let's  rewrite  it.  I'll  assign  it  to  Jane.  Let  her  know 
what  your  deadline  is. 

But  if  I  am  asking  the  recipient  to  take  some  kind  of 
immediate,  important  action,  I  make  that  request  at  the 
top  of  the  message  rather  than  at  the  bottom  or  some¬ 
where  in  the  middle. 

Lost  in  Time 

Make  sure  your  computer — and  your  company’s  e-mail 
server — is  set  to  the  right  date  and  time.  Messages  with 
an  incorrect  date  or  time  can  show  up  in  the  wrong 
place  in  a  recipient’s  e-mail  inbox,  causing  them  to  be 
overlooked. 

Signing  Off 

Your  outgoing  e-mail  should  automatically  include  a 
signature  hie.  This  feature  is  built  in  to  most  e-mail  soft¬ 
ware.  It  appends  some  text— usually  your  name  and 
contact  information— to  the  bottom  of  every  e-mail  you 
send.  Resist  the  urge  to  include  a  quote  from  your 
favorite  song  or  episode  of  The  Simpsons  as  part  of  your 
signature  hie. 

Privacy  Is  an  Illusion 

Finally,  don’t  assume  that  the  only  person  who  will 
read  your  e-mail  is  the  person  to  whom  it  is  addressed. 
Few  e-mail  systems  are  completely  secure,  and  no 
e-mail  user  is  immune  to  pesky  subpoenas.  If  you 
need  to  say  something  that  stays  truly  private,  say  it 
in  person,  preferably  while  walking  briskly  down  a 
noisy  street. 

If  you  have  other  tips  on  writing  effective  e-mails,  I’d 
love  to  hear  them.  El 


Scott  Kirsner  is  a  Boston-based  writer  who  counts  Elements  of  Style  co¬ 
author  E.B.  White  among  his  personal  heroes.  He  can  be  reached  at 
kirsner@att.net.  Send  column  feedback  to  ecosystem@darwinmag.com. 
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ANYONE  WORKING 


should  have 


AT  YOUR  COMPANY 


their  head  examined 


AD003 


How  else  can  you  be  sure  they  have  the  skills  to  do  the  job 
right?  If  knowledge  is  your  company’s  key  asset,  it  pays  to 
measure  it  with  Brainbench. 

As  the  leading  online  testing  provider,  we  validate  skills  in  over 
400  distinct  categories  for  such  companies  as  IBM,  PeopleSoft 
and  EDS.  Like  them,  you  can  gain  significant  competitive  and 
operational  advantages.  By  using  Brainbench  services  you  will: 

Win  bids  against  tough  competitors  by  proving  you  have 
the  best  team 

Improve  profitability  by  cutting  down  on  project  overruns 
and  mistakes 

Boost  workforce  performance  through  smarter  hiring, 
training  and  assignments 

Our  customers  say  that  those  companies  not  using  Brainbench 
online  skills  testing  should  probably  have  their  head  examined. 
So  why  not  take  a  moment  to  find  out  more  about  how  Brainbench 
can  help  keep  your  company  ahead  of  the  competition?  For  more 
information  about  our  services,  just  call  or  e-mail  us. 


Last  year  alone ,  Brainbench  issued  over 
45%  of  all  IT  certifications.  This  makes 
Brainbench  the  leader  in  this  field.  Not 
surprisingly,  we  are  also  the  only  online 
certification  company  to  earn  the 
coveted  ISO  9001  certification. 


The  system’s  up 
It’s  down. 

It’s  up. 

It’s  down. 


It’s  up  again 
It’s  up. 


(C)  2000,  Tonic  Software,  Inc. 


It’s  enough  to  make 
the  new  economy 
long  for  the  old  days. 


The  dependence  of  companies  on  web  applications  has  grown 
beyond  anything  imagined  only  a  few  years  ago.  Which  has 
led  to  the  need  for  Tonic. 


Suddenly  the  leading  edge  of  e-business  is  a  much 
more  comfortable  place  to  be. 


The  Tonic  web  applications  management  enterprise 
solution  heralds  a  new  era  in  e-business  ROI. 


The  ability  to  identify  a  potential  web  application 
problem  before  your  customers  do.  Then  to  move  a 
step  beyond  real-time  monitoring  to  trace  the  root- 
cause  and  take  automated  corrective  action  — 
guarantees  a  satisfying  user  experience.  And  makes 
the  e-world  far  less  daunting.  Even  predictable. 


Up  and  running  in  hours,  not  days.  Easy  to  use  with 
immediate  results. 


That's  Tonic.  And  that's  better,  www.tonk.com 


TON  EC 


Guaranteeing  Your  Net  Works. 


Can  you  afford  to  guess  which  projects  will  provide  the  most  value  to 
your  company? 

PrimaveraTeamPlay®  lets  you  confidently  pick  your  clear  project  winners. 

Wrap  your  arms  around  all  of  your  projects  using  PrimaveraTeamPlay  from  Primavera  Systems-  the  world’s 
leading  developer  of  project  management  software.  PrimaveraTeamPlay  provides  the  easiest  way  to  track  and 
prioritize  all  of  your  projects  to  improve  execution  and  predictability.  You’ll  be  able  to  respond  quickly  to  market 
changes  and  choose  the  projects  that  match  best  with  your  business  goals. 


PrimaveraTeamPlay  has  already  helped  thousands  of  project-driven  companies  in  the  financial  services,  banking, 
corporate  IT  and  software  development  industries  to  select  and  execute  the  correct  projects  with  confidence. 
Let  PrimaveraTeamPlay  make  you  a  winner-  by  eliminating  the  guesswork. 

Call  1.800.423.0245  or  visit  us  at  www.primavera.com/ci2. 

PRIMAVERA 


Team  Play 


Visit  us  at  www.primavera.com/events  to  learn  about  our  free  online  seminars. 


The  Winners 


Fittest  50  Awards,  we  launch  our 
annual  honors  program  into  the  teeth 
of  a  raging  gale.  Naturally — like  the 


rest  of  you,  I’m  sure— we  had  hoped  for  conditions  a  little  more  congenial. 

But  we  take  the  point:  Despite  the  best  efforts  of  Alan  Greenspan  and  oth- 
ers,  the  business  environment  can’t  be  bossed  around  like  some  sort  of  oblig¬ 
ing  underling.  This  news  has  come  as  a  bit  of  a  shock  to  bankers, 
entrepreneurs,  the  owners  of  stocks  and  the  holders  of  options,  as  well  as 
the  many  smaller  fish  who  swim  in  a  now-diminished  cash  flow.  You  have 
to  take  the  environment  as  it  comes. 

That  is  the  mantra  that  guided  us  in  selecting  the  50  enterprises  on  this 


See  the  list 
of  winners  on 
Page  32. 
Winner 
profiles  begin 
on  Page  44. 
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The  Winners 


year’s  list.  We  looked  for  businesses  that  have  shown 
convincing  evidence  of  responsiveness  to  change,  of 
having  made  a  successful  technology-enabled  jour¬ 
ney  from  some  point  of  departure  to  another — pre¬ 
sumably  better— place.  But  change  is  abundantly  in 
the  air,  and  at  present  it  imposes  at  least  a  transient 
shortage  of  those  better  places.  Even  from  the  begin¬ 
ning  of  our  deliberations — way  back  in  the  bleak  mid¬ 
winter  when  we  solicited  a  panel  of  experts  for 
their  nominations  (see  “Who  to  Blame  Besides 
Us,”  Page  40) — we  braced  ourselves  for  fresh 
changes  that  buffeted  our  finely  engineered 
judging  process. 

For  example,  we’ve  included  Cisco  Systems 
on  our  list,  a  selection  we  believe  will  stand  the  test 
of  time.  To  be  honest,  if  the  economy  hadn’t  rocked 
Cisco  back  on  its  heels,  we  wouldn’t  have  had  to 
give  the  matter  much  thought — Cisco  would 
likely  have  made  the  list  in  a  twitch  of  worship¬ 
ful  reflex  for  the  way  it  moved  its  business  online 
and  made  the  Internet  the  fabric  of  its  company. 

But  think  about  it  we  did.  And  we  concluded 
that  the  demand  for  Cisco’s  products  would 
continue  to  grow  at  a  better-than-industry- 
average  rate;  that  its  ability  to  innovate  through 


investment  and  acquisition  would  remain  an  unassailable 
strength;  and  that  its  fabled  predictive  instincts — having 
now  proved  fallible — were  suddenly  being  underesti¬ 
mated  by  a  front-running  press  and  analyst  corps. 

Other  legendary  performers  have  likewise  stumbled 
but  still  make  our  list.  Disruptive  brokerage  innovator 
Charles  Schwab  has  suffered  from  the  Internet  trad¬ 
ing  downturn.  (For  President  and  Co-CEO  David 
Pottruck’s  comments  on  that  and  other  topics 
related  to  technology  leadership,  see  “Leaders 
Who  Get  It,”  Page  73.)  While  we  set  out  to 
reward  successful  performance,  reversals  of 
fortune  can  be  part  of  the  journey.  Schwab’s  aggres¬ 
sive  technology  investments  positioned  it  well  for  the 
rebound  to  come. 

We  intended  these  awards  to  be  the  snapshot  of 
a  moment  in  time.  Can  we  help  it  if  the  moment 
has  turned  out  to  be  a  tad  unruly?  Epochs  like  this 
reveal  the  stuff  of  which  a  business  is  made.  They 


ILLUSTRATI'ONjBV  ALEX  NABAUM 


IN  SEARCH  OF  SOFTWARE,  THE  VISITORS  FROM  A  PARALLEL  UNIVERSE  HAD  UNCOVERED  AN  AWESOME  POWER, 


LOTUS  for  COLLABORATIVE  COMMERCE 


Log  Entry,  Day  33:  People  here  interact  seamlessly  online  with  customers,  suppliers  and  fellow 
employees,  using  Lotus  Collaborative  Commerce  solutions  -  enhancing  workflow  via  real-time  communication 
and  online  workrooms.  They  see  opportunities  and  they  respond.  Fast.  See  demo  at  lotus.com/visitcommerce 


IT’S  A  DIFFERENT  KIND  of  WORLD. 

YOU  NEED  A  DIFFERENT  KIND  of  SOFTWARE 


The  Winners 


the  winners 

Meet  this  year's  Fittest  50— the  companies  Darwin 
thinks  exemplify  the  best  and  brightest  users  of 
technology  in  business  today. 

Note:  All  revenue  figures  from  FY2000 


ACE  HARDWARE  CORP. 


Oak  Brook,  III. 

www.  ace  hard  ware,  com 

Founded: 1924 

Revenues:  $2.9  billion 

Ace  is  the  place  for  football  great  John  Madden. 
It's  also  the  home  of  a  private  intranet,  Acenet 
2000,  where  more  than  4,800  independently 
owned  stores  can  reserve  inventory,  check 
invoices,  file  claims  for  defective  goods  and 
share  tips  via  an  online  bulletin  board. 

ALCOA  INC. 

Pittsburgh 
www.alcoa.com 
Founded: 1888 
Revenues:  $22.9  billion 
Alcoa's  B2B  e-commerce  portal  allows  cus¬ 
tomers  and  vendors  to  track  orders  and  ship¬ 
ments,  make  purchases  and  get  product 
information.  The  company  is  a  founding  mem¬ 
ber  of  Quadrem,  a  global  e-marketplace  for  the 
mining,  metals  and  minerals  industries. 

AMERICA’S  SECOND  HARVEST 

Chicago 

www.  secondharvest.  org 
Founded: 1979 
Revenues:  $20.8  million 
America's  Second  Harvest  gets  food  from  do¬ 
nors  and  distributes  it  through  213  food  banks 
and  food  rescue  programs,  The  nonprofit  is 
spending  $13  million  on  IT  to  make  that  food 
chain  more  efficient.  Bottom  line:  More  food  is 
reaching  hungry  people  faster.  (See  Page  68.) 

AOL  TIME  WARNER  INC. 

New  York  City 
www.  ao/timewarner.  com 
Founded: 2001 
Revenues:  $36.2  billion 
In  the  days  of  the  dotcom  stock  mania,  AOL 
used  its  high  valuation  to  buy  a  successful  old- 
line  company  with  infrastructure  galore.  AOL 
Time  Warner  is  poised  to  take  advantage  of 
synergies  and  cross-selling  opportunities 
among  its  more  than  100  media  and  communi¬ 
cations  brands.  (See  Page  60.) 

ARROW  ELECTRONICS  INC. 

Melville,  N  Y. 
www.arrow.com 
Founded: 1935 
Revenues:  $13  billion 

This  electronics  distributor  is  on  target  when  it 
comes  to  e-commerce.  Its  latest  thrust:  offer¬ 
ing  supply  chain  services  online,  for  a  fee. 
Engineers  can  learn  whether  a  chip  is  at  risk 
for  being  in  short  supply  or  ready  to  be  discon¬ 
tinued-before  designing  it  into  a  product. 


THE  BOEING  CO. 

Chicago 

www.boeing.com 
Founded: 1916 
Revenues:  $51.3  billion 
The  world's  largest  aerospace  company  has 
helped  create  an  innovative  B2B  marketplace 
for  sale  of  spare  parts  and  the  purchase  of  pro¬ 
duction  and  nonproduction  parts  and  services. 
It's  also  using  cutting-edge  technology  to 
develop  and  produce  its  airplanes  at  lower 
costs  than  the  jets  it  built  in  the  past. 

BP  PLC 


London 

www.bp.com 

Founded:  1909 

Revenues:  $148.1  billion 

The  world's  third-largest  oil  company  has  long 
been  a  knowledge  management  pioneer.  More 
recently,  the  company  has  delved  into  e-busi- 
ness  projects,  including  a  charter  membership 
in  an  industrywide  procurement  exchange. 

CAPITAL  ONE  FINANCIAL  CORP. 

Falls  Church,  Va 
www.  capita  lone,  com 
Founded: 1995 
Revenues:  $5  billion 

Capital  One  took  the  credit  card  world  by 
storm  in  the  early  '90s  with  an  information- 
based  strategy  that  snagged  its  competitors' 
most  profitable  customers.  Tight  alignment 
between  marketing,  operations  and  IT  is  a  hall¬ 
mark  of  this  company.  (See  Page  73.) 

THE  CHARLES  SCHWAB  CORP. 

San  Francisco 
www.schwab.com 
Founded:  1974 
Revenues:  $5.8  billion 

Schwab  was  quick  to  recognize  the  power  of 
the  Web  for  online  trading.  The  bursting  of  the 
Internet  bubble  has  hurt  Schwab's  numbers, 
but  it  hasn't  decreased  its  commitment  to  use 
technology  to  better  serve  its  customers.  (See 
Page  73.) 

CISCO  SYSTEMS  INC. 

San  Jose,  Calif. 
www.cisco.com 
Founded:  1984 
Revenues:  $18.9  billion 
Writing  off  $2.2  billion  in  bloated  inventory 
may  not  sound  very  fit.  But  Cisco's  e-Hub  sup¬ 
ply  chain  initiative  could  help  it  return  to  fight¬ 
ing  shape:  By  sharing  customer  demand  and 
other  information  with  contract  manufacturers, 
suppliers  and  distributors,  Cisco  expects  to 
increase  productivity  and  slash  costs. 


forge  its  spirit  and  test  its  flexibility.  The  people  of  Schwab 
and  Cisco— and  of  hundreds  of  other  enterprises  now 
scrambling  to  regain  their  footing  in  the  backwash  of  a 
very  big  wave — are  likely  beset  with  equal  measures  of 
anxiety  and  exhilaration.  Having  exited  the  fairy-tale  genre 
and  entered  action-adventure,  business  finds  the  nature  of 
the  game  has  changed.  The  hardest  yet  most  necessary 
thing  an  organization  ever  has  to  do  is  reinvent  itself- — 
whether  quickly  on  the  proverbial  dime,  or  incrementally 
and  constantly  over  many  years. 

One  of  the  most  potent  tools  for  reinvention  these  days 
is,  of  course,  the  Internet.  A  significant  commonality 
among  many  of  the  Fittest  50  award  winners  is  their 
diverse  but  strategically  targeted  use  of  Internet  technolo¬ 
gies.  A  fickle  popular  press  may  have  concluded  that  the 
mass  tanking  of  the  dotcoms  somehow  disproves  the 
Web’s  potential  business  value.  But  that’s  far  from  true. 
The  serious  spade  work  of  developing  e-business  capabil¬ 
ities  continues  apace  across  nearly  all  industries.  Any  orga¬ 
nization  that  draws  the  wrong  lesson  from  the  past  few 
years — namely,  that  the  Internet  is  some  sort  of  a  big  boon¬ 
doggle— will  deserve  its  ignominious  fate. 

Looking  back  at  business  history’s  most  stirring  exam¬ 
ples  of  reinvention,  you  see  that  they  have  been  driven 
both  by  evolutionary  and  revolutionary  forces.  If,  to  name 
just  one,  you  consider  that  the  Darwin  Fittest  50  award- 
winning  General  Electric  of  today — with  product  lines 
ranging  from  small  and  large  home  appliances  to  railroad 
locomotives  to  jet  engines  to  nuclear  reactors,  not  to  men¬ 
tion  a  television  network— began  in  1892  as  the  owner  of 

Legendary  performers  like  Cisco 
and  Schwab  have  stumbled, 
but  they  still  make  our  list. 

Thomas  Edison’s  lightbulb  patent,  you  would  behold  a 
stunning  transformation.  Seen  step-by-step,  however,  it 
was  a  logical  and  incremental  series  of  mutations  carried 
out  over  nearly  a  century,  with  variations  added — and 
sometimes  subtracted — on  an  orderly  trial-and-error  basis. 
(One  subtracted  mutation  was  GE’s  acquisition  of  Honey¬ 
well,  which  the  European  Community  effectively  nixed  in 
mid-June.)  Across  its  diverse  business  units  and  activities, 
and  under  strong  executive  leadership,  GE  has  relentlessly 
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The  Winners 


CITIGROUP  INC. 

New  York  City 
www.citigroup.com 
Founded: 1998 
Revenues:  $111.8  billion 
Subsidiary  Citibank's  account  aggregation  ser¬ 
vice,  MyCiti,  lets  customers  manage  bank, 
credit  card  and  other  accounts  from  a  single 
webpage,  whether  or  not  they  are  Citibank 
accounts.  It's  convenient  for  customers,  a 
golden  marketing  opportunity  for  Citibank  and 
just  one  of  the  many  things  "e"  that  Citigroup 
gets  right.  (See  Page  56.) 

DANA  CORP. 

Toledo,  Ohio 
www.dana.com 
Founded: 1904 
Revenues:  $12.3  billion 
Before  joining  the  Big  Three's  B2B  market¬ 
place,  Dana  fought  alongside  other  top  auto 
suppliers  to  get  more  favorable  terms.  It  is  also 
building  a  formidable  private  exchange  with  its 
own  suppliers  that  will  give  it  even  more  clout 
in  Motor  City. 

DEERE  &  CO. 

Moline,  III. 
www. johndeere.  com 
Founded:  1837 
Revenues:  $13.1  billion 
Deere's  no  hayseed  when  it  comes  to  using 
technology.  It  made  its  factories  superefficient 
by  using  software  built  on  genetic  algorithms. 
And  GPS  capability  on  its  tractors  helps  farm¬ 
ers  monitor  the  yield  in  the  field,  so  they  can 
add  more  fertilizer  accordingly. 

DELL  COMPUTER  CORP. 

Austin,  Texas 

www.deil.com 

Founded:  1984 

Revenues:  $25.3  billion 

The  direct-sales  PC  giant  isn't  immune  to  the 

technology-industry  slowdown.  But  it  is  still 

an  e-commerce  success  story,  hauling  in  about 

half  of  its  revenues  from  the  Web  and  buying 

approximately  90  percent  of  its  direct  materials 

online. 

DOVEBID  INC.  _ 

Foster  City,  Calif. 
www.dovebid.com 
Founded: 1937 
Revenues:  $80  million 

"Sold  on  the  Web!"  is  a  rallying  cry  for  Dove- 
Bid,  a  64-year-old  auctioneer  of  business  capi¬ 
tal  assets.  Its  webcast  auction  events  let 
bidders  from  Kansas  City  to  Kuala  Lumpur  bid 
on  power  plants,  ergonomic  chairs  and  rolls  of 
computer  tape  without  leaving  their  desks. 


EASTMAN  CHEMICAL  CO. 


Kingsport,  Tenn. 


www.eastman.com 


Founded:  1920  (spun-off  independent  from 
Kodak  in  1994) 


Revenues:  $5.3  billion 


This  chemical  manufacturer's  e-business 
efforts  are  beginning  to  develop  on  so  many 
fronts  — online  sales  and  procurement,  direct 
computer-to-computer  ties  to  trading  partners, 
and  the  joint-venture  launches  of  three  Web 
businesses. 


EBAY  INC. 


San  Jose,  Calif. 


www.ebay.com 


Founded:  1995 


Revenues:  $431  million 


The  fast-growing  online  auction  house  has 
become  an  electronic  middleman  to  the  world, 
selling  nearly  4,500  categories  of  merchandise 
to  more  than  29  million  users.  And  they've 
evolved  beyond  the  Beanie  Babies  bidding 
wars— witness  the  half-priced  offerings  at 
Half.com  and  the  luxury  cars  at  eBay  Motors. 

ELECTRONIC  ARTS  INC. 

Redwood  City,  Calif. 
www.ea.com 
Founded:  1982 


Revenues:  $1.4  billion 


In  the  cutthroat  electronic  gaming  industry, 
Electronic  Arts  has  survived  through  smart 
acquisitions,  strategic  partnerships  and  the 
intelligent  use  of  technology.  Its  games  auto¬ 
matically  pull  down  updates.  And  the  company 
has  launched  a  subscription  gaming  site— as 
if  video  games  weren't  addictive  enough.  (See 
Page  44.) 


ENRON  CORP. 


Houston 


www.enron.com 


Founded:  1985 


Revenues:  $100.8  billion 


Is  there  anything  Enron  can't  hawk  over  the 
Internet?  Its  online  marketplace  has  expanded 
from  selling  natural  gas  and  electric  power  to 
trading  telecom  bandwidth,  paper,  metals, 
weather  futures  and  more.  (See  Page  64.) 


woven  e-business  strategies  into  its  operational  profile. 

But  if  GE  is  the  poster  child  of  gradualism,  others  are 
examples  of  a  change  more  sudden  and  dramatic.  Take 
Fittest  50  award-winner  DoveBid:  until  quite  recently  a 
traditional  auctioneer  of  surplus  capital  equipment,  now 
a  nontraditional  one  that  is  currently  dining  on  the  bones 
of  various  dotcom  failures.  Brothers  Ross  and  Kirk  Dove 
saw  several  years  ago  that  the  Internet  presented  their 
6o-plus-year-old  business  with  both  a  serious  threat  and  a 
tempting  opportunity.  In  a  Damascus  Road  insight,  Ross 
Dove  had  boasted  that  he  could  be  the  eBay  (also  one  of 
this  year’s  winners)  of  the  business-to-business  auction 
world.  So  Dove  Brothers  became  DoveBid.com— just  like 
that  (see  “The  Great  Leap  Forward,”  June/July  2000). 

W.W.  Grainger,  a  septuagenarian  business,  is  a  leading 
distributor  in  the  business-to-business  MRO  (mainte¬ 
nance,  repair  and  operating  supplies)  marketplace.  Since 
1927,  Grainger  has  traded  in  just  about  every  piece  of  busi¬ 
ness  sustaining  materiel  imaginable — more  than  220,000 

items,  ranging  from  cleaning 
supplies  to  industrial  motors 
to  HVAC  parts  and  filters. 
When  success  depends  on 
the  whim  of  the  customers’ 
purchasing  gods,  service  is 
bound  to  be  the  key  differ¬ 
entiator.  Various  online  ini¬ 
tiatives  at  Grainger.com  now 
speed  and  simplify  the  pur¬ 
chasing  manager’s  work  of 
locating  and  ordering  items. 
To  date,  its  various  Web 
applications  account  for 
better  than  10  percent  of 
Grainger’s  overall  business. 
But  the  company  has  pur¬ 
sued  a  multichannel  brick- 


FLEXTRONICS  INTERNATIONAL  LTD. 

Singapore 

www.  flextronics.  com 
Founded:  1969 
Revenues:  $7  billion 

Flextronics  has  created  a  standard  enterprise 
resource  planning  (ERP)  software  platform  for 
all  its  manufacturing  plants.  The  plants  can 
share  information  and  use  similar  work 
processes,  helping  Flextronics  gain  consistency 
across  its  manufacturing  base.  (See  Page  48.) 


and-click  strategy,  making  sure  to  leave  customers  with  as 
much  choice  as  possible,  given  their  diverse  preferences. 

In  Grainger’s  case,  change  has  seemed  to  come  in 
orderly  increments.  But  sometimes  companies  encounter 
environmental  pressure  that  is  more  cataclysmic.  Winner 
Ace  Hardware,  a  cooperative  consisting  of  more  than 
5,000  retail  stores  and  wholesale  dealers,  is  fighting  to  sur¬ 
vive  against  such  powerful  big-box  alternatives  as  Home 
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Save  time.  Save  money. 

(Heck,  you'll  even  save  on  pencils,  forms  and  clipboards.) 


Ulhen  Chicago  Messenger  Service 
wanted  to  streamline  their  dis¬ 
patch  operation,  SkgTel  had  the 
answer:  a  customized  application 
Tor  the  Motorola  Timeport™  P935 
Personal  Communicator. 

The  field  messengers  receive  job 
orders,  track  them  and  mark  them 
complete,  right  from  their  device. 
There’s  no  paperwork.  No  cellular 


static.  No  time  lost. 

fill  data  is  immediately  transmit¬ 
ted  back  to  the  central  database, 
find  since  it’s  SkgTel  service,  every 
word  is  guaranteed  to  get  there. 

Ue  have  wireless  solutions 
for  sales  force  automation,  data 
collection,  and  inventory  control. 
Save  yourself  time,  money  and 
aggravation— call  SkyTel. 
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The  Winners 


GENERAL  ELECTRIC  CO. 

Fairfield,  Conn. 

www.ge.com _ _ _ 

Founded:  1892 
Revenues:  $129.9  billion 

Recently  retired  CEO  Jack  Welch  made  GE  a 
shining  example  of  leader-driven  corporate 
transformation.  New  CEO  Jeffrey  Immelt  has 
got  big  shoes  to  fill,  as  GE  continues  to  further 
its  e-business  strategy. 

GENERAL  MOTORS  CORP.  _ 

Detroit 

www.gm.com 
Founded: 1908 
Revenues:  $184.6  billion 
Dotcom  downturn  be  darned,  GM  still  believes 
in  the  Web.  It  has  partnered  with  rival  auto¬ 
makers  to  form  the  Covisint  B2B  marketplace. 
And  in  a  new  B2C  experiment,  GM  is  teaming 
up  with  Autobytel.com  to  get  its  dealerships  — 
which  have  been  wary  of  the  Web— to  list 
their  car  inventories  online.  (See  Page  73.) 

GLOBAL  SOURCES  LTD. 

Hong  Kong  _  ______ 

www.  global  sources,  com 
Founded: 1971 
Revenues:  $105  million 
Global  Sources  began  30  years  ago  as  a 
printed  catalog  publisher  of  industrial  parts  in 
Asia.  It  has  transformed  itself  into  a  B2B  mar¬ 
ketplace  that  lists  products  from  more  than 
100,000  suppliers  in  140  countries. 


HARLEY-DAVIDSON  INC. 


Milwaukee 

www.  ha  r ley-da  vidson.  com 

Founded: 1903 

Revenues:  $2.9  billion 

When  it  comes  to  IT,  Harley-Davidson  doesn't 
have  one  king  of  the  road.  Three  CIOs— one 
each  for  manufacturing,  sales  and  support- 
keep  technology  aligned  with  business  strategy. 

HARRAH’S  ENTERTAINMENT  INC. 

Las  Vegas 

www.harrahs.com  __________ 

Founded: 1937 
Revenues:  $3.5  billion 

Harrah's  was  the  first  in  the  gaming  business 
to  have  a  national  player  card  that  rewards 
customer  loyalty.  Sharing  customer  data  is  the 
winning  hand— this  savvy  CRM  strategy  lets  it 
wring  more  business  out  of  its  existing  casinos. 

IBM  CORP. 

Armonk,  NY 

www.ibm.com 

Founded:  191 1 

Revenues:  $88.4  billion 

IBM  could  well  be  the  poster  child  for  how  to 

survive  waves  of  disruptive  technology.  CEO 

Lou  Gerstner  pulled  the  company  from  near 

demise  in  the  early  '90s  and  turned  it  into  an 

e-business  services  powerhouse. 


INTUIT  INC. 

Mountain  View,  Calif. 
www.intuit.com 
Founded: 1983 
Revenues:  $1.1  billion 

Extending  its  financial  software  products  to 
the  Web  was  a  no-brainer  for  Intuit.  This  year, 
more  than  2  million  customers  filed  their 
returns  using  TurboTax  for  the  Web.  And  in  the 
first  three  quarters  of  Intuits  current  fiscal 
year,  the  company  hauled  in  more  than  30  per¬ 
cent  of  its  revenues  from  the  Internet. 

LANDS’  END  INC. _ _ _ _ 

Dodgeville,  Wis. 
www.landsend.com 
Founded: 1963 
Revenues:  $1.5  billion 

Lands'  End  has  brought  one-on-one  retail-style 
service  to  the  Web.  Shoppers  can  engage  in  a 
live  chat  with  customer  service  reps.  The 
result:  10  percent  of  Landsend. corn's  visitors 
become  customers,  a  far  better  conversion  rate 
than  the  average  retail  site. 

MARY  KAY  INC. 

Dallas 

www.marykay.com 
Founded:  1963 
Revenues:  NA 

Rather  than  conflict  with  its  most  important 
asset— its  independent  sales  force— the  cos¬ 
metics  purveyor  decided  against  directly  sell¬ 
ing  its  products  on  the  Web.  Instead,  Mary  Kay 
creates  individual  websites  for  its  beauty  con¬ 
sultants  through  which  customers  can  place 
orders. 

MEDTRONIC  INC. 

Minneapolis 
www.  medtronic.  com 
Founded: 1949 
Revenues:  $5  billion 

This  maker  of  high-tech  medical  devices  lives 
and  breathes  new  product  development.  It's 
also  keen  on  e-business:  A  10-year  plan, 
dubbed  Vision  2010,  aims  to  move  its  interna! 
and  external  business  processes  to  the  Inter¬ 
net.  And  it  is  working  on  linking  patients  and 
physicians  online,  testing  Internet-compatible 
medical  devices.  (See  Page  52.) 

NOKIA  CORP.  __ 

Espoo,  Finland 
www.nokia.com 
Founded: 1865 
Revenues:  $27  billion 

By  focusing  on  electronics  (and  forgetting 
about  forest  products),  Nokia  became  the 
world's  dominant  cell  phone  maker.  It's  now 
trying  to  extend  that  dominance  to  the  wire¬ 
less  Internet  market. 


Depot.  On  Ace’s  side  are  x)  the  persistent  affection  hard¬ 
ware  consumers  still  hold  for  the  friendly  scale  and  knowl¬ 
edgeable  proprietors  of  traditional  neighborhood  stores 
and  2)  an  evolved,  technology-powered  approach  to  com¬ 
peting  with  the  orange-aproned  meanies  of  the  world. 
Among  an  array  of  online  initiatives,  Ace  runs  an  extranet 
that  helps  it  build  community,  book  orders  and  stay  in 
touch  with  its  network  of  4,800  independent  retail  stores. 
Of  course,  the  very  independence  of  this  broad  commu¬ 
nity  makes  launching  any  technology  initiative  a  challenge: 
Because  they  are  affiliates  rather  than  employees,  the  users 
can  freely  ignore  the  offering.  So  the  site  has  to  have  com¬ 
pelling  enough  value  to  keep  the  community  coming  back. 

IBM  may  well  be  the  reigning 
champ  when  it  comes  to  deft 
escapes  from  threatened 
irrelevancy. 

Despite  a  small  minority  of  computer-averse  holdouts,  the 
extranet  is  being  widely  embraced  at  the  store  level.  While 
Ace  still  has  a  struggle  ahead,  it’s  doing  enough  of  the  right 
things  well  to  avoid  getting  hammered — for  now,  at  least. 

Years  ago,  a  Philadelphia  travel  agency  called  Rosen- 
bluth  began  to  think  of  itself  not  as  an  arranger  of  travel 
but  as  a  travel  information  company.  That  led  to  a  period 
of  rampant  growth  as  the  agency — led  by  technology- 
friendly  CEO  Hal  Rosenbluth— went  from  a  modest  fam¬ 
ily  business  to  a  burgeoning  empire.  At  Rosenbluth,  where 
the  relationship  between  CEO  and  CIO  is  historically  a 
close  one,  technology  is  continually  used  to  drive  com¬ 
petitive  value  in  an  information  business. 

This  creative  rethinking  of  the  nature  of  one’s  business 
applies  to  another  of  our  honorees  as  well.  Like  Rosen- 
bluth,  164-year-old  Deere  &  Co.  is  starting  to  style  itself  as 
an  information  provider— which  is  the  essence  of  supply 
chain  excellence,  the  reason  Deere  was  nominated.  How 
else  can  you  interpret  its  launch  of  an  information  track¬ 
ing  system  that  uses  global  positioning  satellite  technology 
(built  in  to  Deere’s  farm  equipment)  to  help  farmers  mon¬ 
itor  their  crop  yields — and  adjust  their  fertilizer  levels. 

IBM  may  well  be  the  reigning  champ  when  it  comes  to 
executing  multiple  deft  escapes  from  threatened  irrele¬ 
vancy.  More  than  a  decade  ago,  it  was  trying  to  hang  on  to 
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with  innovation  constantly  changing 
the  rules  of  the  game,  flawless  IT 
implementation  isn’t  enough.  Having  the 
vision  to  set  the  strategy  that  will  drive 
the  business  is  what  defines  true  end-to-end 
IT.  With  more  CMM  Level  5  facilities  than 
any  other  company  in  the  world,  flawless 
implementation  by  TCS  is  a  given. 


But  strategy  is  where  the  game  begins. 


And  we  play  to  win. 
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The  Winners 


PHH  ARVAL 

Hunt  Valley,  Md. 
www.phh.com 
Founded: 1946 
Revenues:  $1+  billion 
Corporate  fleet  managers  turn  to  PHH's 
extranet  for  vehicle  leasing  data,  driver  and 
safety  records,  and  cost-of-ownership  statis¬ 
tics.  The  site  lowered  the  cost  of  delivering 
services  so  much  that  PHH  can  now  profitably 
enter  markets  once  thought  to  be  too  small  to 
develop. 

PPG  INDUSTRIES  INC.  _____ 

Pittsburgh 
www.ppg.com 
Founded: 1883 
Revenues:  $8.6  billion 
North  America's  largest  producer  of  auto 
replacement  glass  uses  supply  chain  software 
to  track  parts  and  coordinate  the  flow  of  prod¬ 
ucts  through  a  complex  distribution  network. 
PPG  Auto  Glass,  PPG's  joint  venture  with 
Apogee  Enterprises,  uses  138  branch  locations 
to  distribute  more  than  7,500  glass  parts  for 
vehicles  produced  since  1949. 

PROGRESSIVE  CASUALTY  INSURANCE  CO. 

Mayfield  Village,  Ohio 
www.  progressive,  com 
Founded: 1937 
Revenues:  $6.8  billion 

An  aggressive  mover  on  all  technology  fronts 
for  years,  Progressive  helped  pioneer  the  use 
of  databases  to  segment  customers  for  more 
specific  marketing  campaigns.  Its  website  has 
offered  real-time  insurance  purchases  since 
1997  and  is  now  among  the  most  visited  auto 
insurance  sites. 

QVC  INC. 

West  Chester,  Pa. 
www.qvc.com 
Founded: 1986 
Revenues:  $3.5  billion 

The  television  home  shopping  leader  resisted 
the  temptation  to  cash  in  on  the  dotcom  craze 
by  spinning  off  a  Web  division.  Instead,  it  cre¬ 
ated  an  integrated  e-commerce  website,  build¬ 
ing  traffic  solely  through  on-air  TV  promotions. 
In  2000,  online  sales  approached  $200  million. 

RECREATIONAL  EQUIPMENT  IN(1 

Kent,  Wash. 
www.rei.com 
Founded: 1938 
Revenues:  $698  million 
Long  before  it  was  fashionable,  outdoor  gear- 
seller  REI  kept  its  website  tightly  tethered  to 
its  catalog  and  retail  stores.  The  stores  now 
have  Web  kiosks  and  Web-enabled  cash  regis¬ 
ters,  and  the  site  pulled  in  more  than  $90  mil¬ 
lion  last  year. 


ROSENBLUTH INTERNATIONAL 

Philadelphia 
www.  rosenbluth.  com 
Founded: 1892 

Revenues:  NA  _ _ 

Rosenbluth  transformed  itself  from  a  modest 
Philadelphia  travel  agency  into  a  business 
travel  titan  by  emphasizing  travel-management 
information  rather  than  airline  tickets. 

SCHNEIDER  NATIONAL  INC. 

Green  Bay,  Wis. _ 

www.  schneider.  com 
Founded:  1935 
Revenues:  $2.3  billion 

Don’t  for  a  nanosecond  think  that  this  trucker 
is  an  old-economy  dinosaur.  The  company  uses 
satellites  to  track  its  tractors  and  cellular  tech¬ 
nology  to  track  its  trailers.  And  half  of  the 
company's  orders  are  received  electronically. 
It's  e-business  on  wheels. 

SEVEN  ELEVEN  JAPAN  CO.  LTD. 


Tokyo 


www.sej.co.jp 

Founded:  1973 

Revenues:  $3.1  billion 

IT  drives  the  highly  efficient  replenishment 
operation  of  Japan's  largest  retailer,  ensuring 
that  shelves  are  always  stocked  with  the  prod¬ 
ucts  customers  want. 

SOLECTRON  CORP. 


Milpitas,  Calif. 

www.  Solectron,  com 

Founded:  1977 

Revenues:  $14.1  billion 

Because  mammoth  customers  like  Nortel  and 
Cisco  depend  on  Solectron,  this  contract  man¬ 
ufacturer  is  rolling  out  an  integrated  enterprise 
management  system  to  keep  track  of  factory 
capacity  and  other  details  in  its  manufacturing 
plants  worldwide. 

SUN  MICROSYSTEMS  INC. 

Palo  Alto,  Calif. 

www.sun.com  _ 

Founded: 1982 
Revenues:  $15.7  billion 
Sun  eats  its  own  dog  food  when  it  comes  to 
moving  its  business  processes  onto  the  net¬ 
work.  One  of  its  latest  efforts:  a  private  B2B 
marketplace  where  Sun  has  bought  more  than 
$1  billion  of  hardware  components  via  auc¬ 
tions  among  hand-picked  suppliers. 

TESCO  PLC 

Hertfordshire,  U.K. 
www.tesco.com 
Founded:  1919 
Revenues:  $32.2  billion 

While  U.S.  online  grocery  ventures  floundered, 
the  U.K.'s  largest  grocer  created  a  successful 
online  grocery  business.  Available  to  90  per¬ 
cent  of  Britons,  the  service  brought  in  more 
than  $400  million  in  revenues  last  year. 


its  legacy  technology  positions  despite  convincing  evi¬ 
dence  that  most  of  the  world  had  left  that  particular  legacy 
behind.  Its  culture  was  likewise  mired  in  a  set  of  dictums 
about  corporate  behavior  and  executive  presentation  that 
made  moderns  wince  and  seek  employment  opportuni¬ 
ties  elsewhere.  But  it  got  a 
new  CEO  in  Lou  Gerstner 
and  reorg’d  around  an  assort¬ 
ment  of  fresh  visions.  IBM’s 
advertising  messages  were 
unusually  helpful  in  its  repo¬ 
sitioning — a  singular  exam¬ 
ple  of  a  vast  institution  find¬ 
ing  a  new  and  convincing 
voice.  The  vigor  of  its  research 
labs  seems  never  to  have 
flagged,  even  in  the  toughest 
of  times.  Lately,  many  of  the 
most  intriguing  stories  of 
technology  innovation  have 
come  from  IBM — for  exam¬ 
ple,  the  pursuit  of  nanotech¬ 
nology  in  semiconductor 
design  and  manufacture. 
And  if  the  Linux  operating 
system  pops — as  many  expect  it  eventually  will — IBM’s 
enthusiastic  early  embrace  of  it  could  be  lavishly 
rewarded.  So  it  has  apparently  gotten  over  being  stuck  in 
the  legacy  mud. 

Progressive  Casualty  Insurance  seems  to  have  stayed 
out  of  the  mud  entirely.  Its  original  claim  to  fame  was 
technology-powered  market  segmentation,  enabling  it  to 
cherry-pick  the  very  best  of  the  highest  risks  in  the  auto 
and  motorcycle  insurance  pools.  Doing  so  required  a  huge 
proficiency  at  data  analysis  and  modeling,  and  the  ability 
then  to  act  wisely  based  on  what  the  data  revealed.  An 
emphasis  on  customer-facing  systems  has  recently  joined 
Progressive’s  history  of  internal  technology  excellence.  In 
1995,  the  company  took  its  show  to  the  Internet,  capitaliz¬ 
ing  on  a  history  of  selling  direct  to  consumers  (rather  than 
exclusively  through  the  agent  channel).  Now,  a  customer 
can  do  over  the  Web  pretty  much  anything  he  might  want 
to  do  relative  to  a  policy.  The  company  regularly  wins 
praise  for  its  site  from  such  e-business  analysts  as  Gomez. 
It’s  also  dabbling  in  wireless  applications  so  that  customers 
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A  smarter  solution  to  leverage  your 
IT  &  TELECOM  assets  is  emerging 
to  move  your  business  forward: 
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super  secure  &  super  reliable 
technology  driven  &  business  focused 
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Evolving... 
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The  Winners 


UNITED  PARCEL  SERVICE  INC. 

Atlanta 
www.ups.com 
Founded: 1907 
Revenues:  $29.8  billion 
Fueled  by  the  smart  use  of  technology,  UPS 
delivers  more  than  3  billion  parcels— and  an 
increasingly  large  number  of  IT-intensive  ser¬ 
vices— to  its  customers  every  year.  Among  its 
recent  offerings  is  UPS  e-Logistics,  which  han¬ 
dles  fulfillment  and  supply  chain  management 
for  small  to  midsize  online  businesses.  (See 
Page  73.) 

UNITED  STATES  MARINE  CORPS 

Washington,  D.C. 
www.usmc.mil 
Founded: 1775 
Revenues:  NA 

Technology  is  turning  the  USMC's  chain  of 
command  upside  down.  The  Marines  have 
been  experimenting  with  PDAs  to  gather  and 
disseminate  data  about  the  field  of  combat  to 
fellow  marines  and  commanders,  creating  a 
human  network. 

THE  WALL  STREET  JOURNAL  ONLINE  AT 
WSJ.COM 

New  York  City 
www.wsj.com 
Founded: 1995 
Revenues:  $50.1  million 

Some  criticized  The  Wall  Street  Journal  when  it 
charged  a  fee  to  subscribe  online  while  other 
rags  gave  away  their  news  for  free.  But  loyal 
readers  paid  up  because  they  respected  the 
source.  With  591,000  registered  users  at  the 
end  of  June,  WSJ.com  now  boasts  the  largest 
subscriber  base  on  the  Web. 

WAL-MART  STORES  INC. 

Bentonville,  Ark. 

www.  walmartstores.  com 

Founded: 1962 

Revenues:  $191.3  billion 

While  the  e-business  frenzy  buzzed  around  it, 

Wal-Mart  could  afford  to  relax.  The  electronic 

supply  chain  that  everyone  else  is  chasing  has 

been  in  place  at  Wal-Mart  for  10  years, 

browser-accessible  since  1997.  Its  public  e- 

commerce  website  arrived  fashionably  late, 

but  in  plenty  of  time  to  swallow  up  the  cool 

technology  of  failed  dotcoms  like  Garden.com 

and  Homewarehouse.com. 

WELLS  FARGO  &  CO. 

San  Francisco 
www.  wellsfargo.  com 
Founded: 1852 
Revenues:  $19.1  billion 
The  nation's  seventh-largest  bank  was  a  pio¬ 
neer  in  online  banking  and  more  recently  in 
wireless  banking.  The  result:  Nearly  30  percent 
of  its  retail  customers  bank  online. 


W.W.  GRAINGER  INC. 

Lake  Forest,  III. 
www.grainger.com 
Founded: 1927 
Revenues:  $5  billion 

Formerly  a  stodgy  distributor  of  MRO  stuff, 
Grainger  has  transformed  itself  into  a  name 
brand  for  geeky  e-commerce  achievement. 
Though  it  failed  in  its  bid  to  bring  together 
other  MRO  players  at  its  Material  Logic  mar¬ 
ketplace,  Grainger's  own  site  is  an  e-commerce 
showcase  that  made  $267  million  last  year. 
(See  Page  73.) 

ZAGAT  SURVEY  LLC 

New  York  City 
www.zagat.com 
Founded: 1979 
Revenues:  NA 

Zagat's  restaurant  rating  system  started  in  print 
but  seems  perfect  for  the  Web.  Its  site  lets  din¬ 
ers  read  reviews,  cast  their  votes  and  order 
print  copies  of  the  guidebook.  (See  Page  96.) 

ZARA 

La  Coruna,  Spain 
www.zara.com 
Founded:  1975 
Revenues:  NA 

Fashionistas  are  fickle.  Thanks  to  IT,  Zara,  the 
trendy  Spanish  clothing  retailer,  can  quickly 
respond  to  shoppers’  ever-changing  whims. 
Sales  are  tracked  daily;  new  designs  are  man¬ 
ufactured  rapidly— even  during  the  middle  of 
a  fashion  season;  and  stores  around  the  world 
get  fresh  stock  twice  a  week. 


can  use  PDAs  to  pay  premiums  or  file  claims.  Progressive 
is  a  great  example  of  how  a  culture  of  technological  profi¬ 
ciency  begets  succeeding  generations  of  innovation. 

Elsewhere  in  this  special  issue,  you’ll  find  an  assortment 
of  seven  profiles  detailing  some  of  the  notable  varieties  of 
adaptation  that  we  thought  worthy  of  singling  out.  They 
range  from  stimulating  a  steady  pulse  of  innovative  prod¬ 
uct  ideas  (see  “Innovate  Your  Heart  Out,”  Page  52)  to  cre¬ 
atively  diversifying  into  new  and  nonobvious  lines  of 
business  (see  “Power  the  Web,”  Page  64),  to  assuring  that 
the  nation’s  food  banks  get  a  steady  supply  of  donated 
surplus  food  in  the  quickest,  most  efficient  way  (see 
“Supersize  Your  Infrastructure,”  Page  68).  In  addition  to 
our  profiles,  we  also  offer  a  roundtable  (see  “Leaders  Who 
Get  It,”  Page  73)  of  some  of  the  winning  companies’  top 
executives,  featuring  their  views  on  how  technology  con¬ 
tributes  to  their  competitive  capability.  Finally,  we  call 
your  attention  to  a  handful  of  intriguing  technologies  (see 
“Four  Ways  to  Get  Fit,”  Page  85)  that  have  the  potential  to 
help  your  business  adapt  in  the  coming  year.  PI 

-Lew  McCreary,  Editor  in  Chief 
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Stay  Mobile 

Now  using  your  Palm™  or  Handspring™  Visor™  s"sW|  _ ^ 

handheld  feels  better  than  ever.  With  the  ThumBoard™ 

keyboard  attachment  from  Seiko  Instruments  Inc.,  you  get  a  truly  selecti 

mobile,  table-free  keyboard  for  hassle-free  text  entry.  Your  handheld's  no  bat 

primary  application  buttons  are  included  on  the  ThumBoard  for  easier  handh 

use.  You  also  get  a  QWERTY  keyboard  and  extended  character  set  how  ci 


for  maximum  convenience,  along  with  sho^ife  for 
oard™  on-screen  buttons.  The  ThumBoard  even  offe.ii;te>S|. 

:.,  you  get  a  truly  selection  capabilities  and  a  Command  key  for  text  edit.i&Veguit' 

ntry.  Your  handheld's  no  batteries,  and  is  compatible  with  Palm  and  Handspr^?/isor 

'humBoard  for  easier  handhelds.  So  grab  a  ThumBoard  at  a  retailer 
:nded  character  set  how  comfortable  mobility  can  be. ‘ 

Seiko  Instruments  Inc. 


Call  800.873.4508  or  visit  www.seiko-austin.com  to  check  compatibility  with  your  handheld..  > 

ThumBoard  is  a  trademark  of  Seiko  Instruments  Inc.  Palm  and  the  Designed  for  Palm  Handheld  logo  are  tradehia^  of  Pafm,  In^ 

Handspring.  Visor  and  the  Works  with  Handspring  Visor  logo  are  trademarks  of  Handspring,  Inc.  ©2001  Seiko  lratft|fhehts  Justin.'  |ric.' ,  ■i'.fcwl’.  V.  '  .  . 
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The  Tenth  Annual 


Enterprise  Value  Retreat 
Awards  Ceremony 


27-30,  2002  •  Loews  Ventana  Canyon  Resort  •  Tucson, 


Arizona 


The  Enterprise  Value  Awards ®  Ceremony 
is  proudly  underwritten  by 


GENUITY 


How  do  you  place  your  bets  in  the 
E-enabled  world?  Can  you  manage  costs 
and  cultivate  new  revenue  generators 
while  maintaining  your  strategic  position 
in  the  marketplace?  Where  is  your 
company  in  relation  to  strategic  differen¬ 
tiation  of  IT?  Can  you  take  big  hunks  of 
assets  and  costs  out  of  today's  opera¬ 
tions?  How  can  the  cost  performance  of 
various  IT  resources  be  streamlined? 

Join  us  at  the  tenth  annual  CIO  Enterprise 
Value  Retreaf  for  a  two  and  a  half  day 
intensive,  case  study  program,  lead  by 
Harvard  Business  School's  F.  Warren 
McFarlan,  where  we  will  examine  how 
CIOs  can  more  rapidly  and  reliably  deliv¬ 
er  performance  to  the  overall  organiza¬ 
tion.  The  stakes  have  never  been  higher! 

Toast  your  colleagues,  boast  of  your  best 
practices  and  join  our  Partners  and  CIO 
as  we  celebrate  the  honorees  during 
Tuesday  evening's  Enterprise  Value 
Award  Ceremony,  proudly  underwritten 
by  Genuity. 


SUNDAY,  JANUARY  27 


12:30  PM  -  12:45  PM 

Enterprise  Value  Award  Winner 
Presentation 


8:30  AM  -  1:30  PM 
Partner  Golf  Tournament 

Enjoy  a  round  of  golf  at  the 
Ventana  Canyon  Course. 


12:45  PM  -  2:00  PM 

Luncheon 


3:00  PM  -  6:00  PM  2:10  PM  -  2:55  PM 

Registration  Partner  Industry  Briefings 


8:00  PM  -  9:30  PM  3:05  PM  -  3:50  PM 

Partners  Cafe  Reception  Partner  Industry  Briefings 

Meet  and  network  with  other  partici¬ 
pants,  Award  winners  and  Retreat  3:55  PM  -  4:25  PM 
Partners  in  our  informal  networking  Coffee  Break 
lounge. 


MONDAY,  JANUARY  28 

7:30  AM  -  8:30  AM 

Registration 


8:30  AM  -  8:45  A 
Welcome 
Gary  Beach 
Group  Publi 
CXO  Media 


8:45  AM  - 

Retreat  Introduction  and 
The  Internet  Transformed 
Organization 


Moderator: 

F.  Warren  McFarlan 
Senior  Associate  Dean,  Director  of 
External  Relations,  Albert  H.  Gordon 
Professor  of  Business  Administration 
Harvard  Business  School 


4:30  PM  -  5:15  PM 

Partner  Industry  Briefings 

5:20  PM  -  5:50  PM 

Global  Industry  Value-Chain 
Restructuring 

Warren  McFarlan 

Every  aspect  of  the  industry  value 
chain  is  potentially  transformed  by 
IT.  Organizations  are  rethinking  their 
core  competencies  to  decide  what 
they  wish  to  keep  inside  the  bound¬ 
aries  of  the  company,  and  what  they 
choose  to  delegate  to  others  for 
execution.  This  realigning  of  what 
lies  inside/outside  the  corporation 
is  one  of  the  deep  IT-enabled  trans¬ 
formations  of  the  early  21st  century. 

6:00  PM  -  7:00  PM 
Partners  Cafe  Reception 

Catch  up  with  other  participants  and 
share  ideas  and  experiences. 


In  the  aftermath  of  the  end  of  the  Y2K 
problem  and  the  dot.com  debacle, 
both  CIOs  and  general  managers 
might  be  forgiven  for  thinking  that 
things  would  be  moving  at  a  less  hec¬ 
tic  pace  in  the  IT  world.  In  fact,  exact¬ 
ly  the  opposite  is  true  as  the  Internet, 
intranet  and  extranet  are  deeply 
impacting  work  on  a  global  scale. 


7:00  PM  -  MIDNIGHT 

Partner  Hospitalities 


TUESDAY,  JANUARY  29 

7:30  AM  -  8:30  AM 

Breakfast 


8:55  AM  -  10:00  AM 

E-Commerce  Management 

Warren  McFarlan 

Even  as  the  world  of  B-to-B 
exchanges  has  fallen  apart,  the  chal¬ 
lenges  and  economic  opportunities 
implicit  in  implementing  B-to-B  links 
and  B-to-C  links  are  moving  forward 
rapidly  (the  bottom  line  contribution 
can  be  enormous). 

10:00  AM  -  10:15  AM 

Enterprise  Value  Award  Winner 
Presentation 

10:45  AM  -  11:00  AM 

Enterprise  Value  Award  Winner 
Presentation 

11:00  AM  -  12:00  PM 

Globalization 


Warren  McFarlan 


The  special  challenges  posed  by  cer¬ 
tain  environments,  such  as  China 
and  India,  are  discussed.  It  is  a  vast¬ 
ly  shrunken  global  arena  that  we  are 
dealing  with  today. 


12:10  PM  -  3:00  PM 

Luncheon  and  Case  Study 
Workgroups 


6:00  PM  -  7:00  PM 

Enterprise  Value  Awards  Reception 

7:00  PM  -  9:30  PM 

Enterprise  Value  Awards  Dinner  and 
Ceremony 

Come  raise  a  glass,  toast  the  win¬ 
ners  and  enjoy  a  delicious  dinner. 


9:30  PM  -  11:30  PM 
Dessert  Reception 

Hosted  by  Genuity 

Cap  off  the  evening  with  a  special 

post-awards  reception. 


10:15  AM  -  10:30  AM 

Enterprise  Value  Award  Winner 
Presentation 

10:30  AM  -  11:00  AM 

Mid-Morning  Break 

11:00  AM  -  12:30  PM 

Are  Computers  Going  to  Turn  into 
People? 

Jaron  Lanier 
Lead  Scientist 

National  Tele-Immersion  Initiative 
Chief  Scientist 
Eyematic  Interfaces 


8:30  AM  -  8:35  AM 

Welcome 


8:35  AM  -  8:55  AM 

Enterprise  Value  Award  Winner 
Presentation 


WEDNESDAY,  JANUARY  30 

8:30  AM  -  10:30  AM 

Case  Study  Workgroup 

esentations  and 

. 

scussion 

10:45  AM  -  11:30  AM 

Closing  Reflections 


r  for  more  information,  call  800  355-0246/ 
ur  Web  site  at  www.cio.com/conf  e  renews. 

. 
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stay  ahead  of 

the  game 

ELECTRONIC  ARTS  OUTPACES  THE  COMPETITION  WITH  A  STEADY 
STREAM  OF  FRESH  NEW  GAMES  BY  DAINTRY  DUFFY 


Electronic  Arts  Inc. 

Redwood  City,  Calif. 
www.ea.com 
FOUNDED  1332 
REVENUES  $1 ,4  billion 

One  evening,  you  come  home  from  work  to  find  a  woman's  scared  and  shaky  voice  on  your  answering  machine.  She  says 
she's  being  followed  and  she  has  to  keep  moving  or  they'll  find  her.  She  needs  your  help  to  stay  alive.  Is  it  time  to  renew  the 
restraining  order  against  your  ex-girlfriend? 


No.  This  is  Majestic,  a  groundbreaking 
new  computer  game  from  Electronic  Arts 
(EA).  It’s  also  a  prime  example  of  how  the 
Redwood  City,  Calif.,  company  dominates 
the  hypercompetitive  and  terminally  hip 
gaming  market. 

In  an  industry  obsessed  with  getting  hot 
new  games  on  the  shelves  first,  fast  and  with 
the  greatest  fanfare,  EA  leads  the  compete 
tion  with  the  strength  of  its  brands,  its  mar¬ 
keting  and  development  prowess,  and  its 
strategic  choices  for  partnerships  and  acqui¬ 
sitions.  Never  content,  the  company  con¬ 
tinues  to  innovate  at  a  feverish  pace.  And 
that  relentless  push  toward  the  next  big  idea 
has  won  EA  a  Darwin  Fittest  50  award. 

Let  the  numbers  tell  the  tale:  In  2000, 
Electronic  Arts  owned  an  11.3  percent  share 
of  the  software  game  market — its  next- 
closest  rival  held  a  comparatively  paltry 


7.8  percent.  EA  owns  the  top  two  best¬ 
selling  games  for  Sony’s  immensely  popu¬ 
lar  game  console  PlayStation  2  and  is  still 
reaping  the  success  of  The  Sims,  the  best¬ 
selling  PC  game  title  in  the  world. 

But  EA  knows  that  it  must  keep  forging 
ahead  with  newer  and  riskier  ideas.  “Our 
customers  are  moving  from  gaming  enthu¬ 
siasts  to  media  enthusiasts,”  says  Don  Mat- 
trick,  president  of  Electronic  Arts  World¬ 
wide  Studios.  “They  want  more  emotional 
beats  per  minute,  more  memorable 
moments  and  more  things  that  make  them 
say  gee  whiz!” 

For  EA  to  stay  on  top,  it  must  find  new 
ways  to  push  those  buttons,  and  that 
requires  a  willingness  to  take  the  biggest 
risks— and  to  take  them  first.  For  example, 
EA’s  launch  of  Majestic  is  the  company’s 
first  foray  into  “pervasive  gaming,”  a  trend 


with  which  a  few  foreign  companies  have 
dabbled,  but  which  Electronic  Arts  has 
taken  to  a  whole  new  level.  Pervasive 
gaming  harnesses  multiple  media  plat¬ 
forms — cell  phones,  computers,  PDAs,  fax 
machines— to  draw  users  more  deeply  into 
the  game  as  they  interact  directly  with  its 
fictional  characters. 

Majestic  is  a  game  of  suspense  in  which 
players  must  unravel  a  dark  conspiracy. 
Clues  and  plotlines  constantly  develop,  so 
players  never  know  when  the  next  fax, 
e-mail  or  PDA  message  will  arrive  from 
Majestic,  pulling  them  back  into  the  game. 
“ Majestic's  very  different  than  any  other 
game  that’s  ever  been  out  there,”  says  Schel- 
ley  Olhava,  a  Mountain  View,  Calif. -based 
senior  analyst  at  IDC  (a  sister  company  to 
Darwin’s  publisher,  CXO  Media). 

But  pioneering  high-concept  games  is 
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EA  Worldwide  Studios  President  Don 
Vlattrick  keeps  the  company  on  a 
constant  search  for  fresh  new  games. 
Tiger  Woods  suits  up  for  a  motion 
capture  session  for  EA's  PGA  Tour  game 
(bottom). 


PHOTO  BY  KAREN  MOSKOWITZ 


Winner:  Electronic  Arts 


just  a  piece  of  EA’s  innovation  model.  Tech¬ 
nology  also  plays  an  important  role,  Mat- 
trick  says.  “We’re  using  artificial  intelli¬ 
gence,  inverse  kinematics  and  sophisticated 
physics  to  bring  dimension  to  our  charac¬ 
ters  and  worlds,”  he  explains.  The  company 
also  pushes  the  quality  of  its  characteriza¬ 
tion  and  content  by  casting  Hollywood 
celebrities  as  the  voices  in  games.  Steve 
Rechtschaffner,  an  executive  producer 
at  EA,  has  found  that  real  actors  make 
the  content  more  meaningful,  citing  exam¬ 
ples  of  recent  voice-overs  by  Lucy  Liu, 


example,  EA  producers  brought  Tiger  into 
a  studio  to  do  a  motion  capture  session. 
They  dressed  him  in  what  looked  like  a 
skintight  wet  suit  covered  in  Ping-Pong- 
ball-size  sensors.  By  training  about  40  cam¬ 
eras  on  Tiger  and  recording  data  from  the 
sensors,  they  were  able  to  capture  every¬ 
thing  about  his  swing,  from  the  motion  of 
his  head  to  the  movement  of  his  fingers  on 
the  club  handle— and,  of  course,  his  trade¬ 
mark  arm-pump  when  he  sinks  a  long  putt. 
All  of  this  adds  detail  and  realism  to  the 
users’  experience. 


company  will  be  able  to  tweak  its  games 
accordingly.  The  online  gaming  site  may 
also  help  EA  build  up  a  female  customer 
base.  Unlike  traditional  video  games,  online 
gaming  has  a  strong  female  demographic,  as 
sites  like  Boxerjam  (an  EA  partner)  report 
a  72  percent  female  user  base.  EA.com  itself 
reported  that  52  percent  of  its  subscribers 
were  women. 

EA’s  growth  has  been  fueled  by  a  num¬ 
ber  of  acquisitions  and  strategic  partner¬ 
ships  in  the  past  few  years.  Its  acquisition 
of  online  gaming  site  Pogo.com  brought  a 


" Our  customers  want  more  emotional  beats  per  minute,  more  memorable 
moments  and  more  things  that  make  them  say  gee  whiz!" 

-Don  Mattrick,  president  of  Electronic  Arts  Worldwide  Studios 


David  Arquette  and  Oliver  Platt. 

While  games  like  Majestic  and  the  sex 
appeal  of  its  new  technologies  and  celebs 
keep  EA  in  the  news,  the  company’s  bread 
and  butter  is  its  sports  games.  Published 
under  the  auspices  of  the  EA  Sports  brand, 
the  line  publishes  perennially  successful 
titles  such  as  Madden  NFL,  Tiger  Woods 
PGA  Tour  and  NBA  Live.  Here  again,  EA 
has  built  a  strong  following  by  staying  one 
step  ahead  of  the  game.  EA  has  a  hammer- 
lock  on  licensing  deals  with  big-name 
sports  figures,  whose  popularity  translates 
into  big  sales  for  the  company. 

As  a  result,  EA  can  pour  more  money 
into  the  technology  behind  its  games  than 
many  competitors  can  afford.  “The  indus¬ 
try  as  a  whole  is  always  pushing  the  bound¬ 
aries,  but  EA  has  the  budget.  They  can  do 
a  lot  of  R&D  and  pay  big  bucks  to  make 
sure  they  get  it  exactly  right,”  Olhava  says. 
In  creating  the  Tiger  Woods  game,  for 

darwinmag.com  For  more  on  BUSINESS 

INNOVATION,  check  out  www.darwinmag.com/printHnks. 


Electronic  Arts  is  also  making  an  aggres¬ 
sive  move  onto  the  Web  with  EA.com,  a 
subscription  online  gaming  site  built  on  the 
premise  that  avid  gamers  will  pay  to 
play— either  $4.99  a  month  for  the  online 
sports  titles  or  $9.99  a  month  for  the  plat¬ 
inum  service,  which  offers  access  to  all  EA’s 
online  titles. 

Although  Electronic  Arts  views  EA.com 
as  essential  to  its  long-term  growth,  there’s 
no  doubt  that  the  subscription  model— 
largely  untested  for  this  audience — is  an 
expensive  and  risky  experiment.  In  the 
fourth  quarter  of  2000,  EA  posted  its  first 
ever  loss  of  $17.9  million  and  chalked  it  up 
to  EA.com.  “We’re  making  a  substantial 
investment  in  building  the  infrastructure 
for  EA.com,”  Mattrick  explains.  He  adds 
that  the  potential  reward  is  worth  the  risk: 
The  company  hopes  that  EA.com  will 
account  for  20  percent  of  the  company’s 
revenues  within  four  or  five  years. 

The  site  will  enable  the  company  to 
attract  new  gamers  and  gather  more  infor¬ 
mation  about  its  current  customer  base.  By 
analyzing  players’  likes  and  dislikes,  the 


wealth  of  expertise  and  a  large  customer 
base  to  fledgling  EA.com,  while  its  pur¬ 
chase  of  DreamWorks  Interactive  gathered 
some  popular  PlayStation  titles  like  Lost 
World:  Jurassic  Park  under  its  umbrella.  And 
in  1999,  EA  formed  a  partnership  with 
AOL  to  run  its  gaming  channel,  allowing 
the  company  to  tap  into  AOL’s  incredible 
reach  and  distribution  channels. 

However,  IDC’s  Olhava  sounds  a  note  of 
caution  regarding  EA’s  shopping  spree. 
“They’ve  made  a  lot  of  acquisitions,  and 
they’ve  done  well  so  far,”  she  says.  “But  the 
video  game  market  is  very  competitive.” 
Companies  like  Sega,  for  example,  have 
made  a  great  deal  of  noise  about  wanting  to 
knock  EA  off  its  throne. 

But  in  spite  of  the  competitive  hype,  EA 
remains  unfazed.  It’s  betting  that  its  focus 
on  fresh  new  gaming  ideas,  EA.com  and  its 
core  sports  brands  will  make  this  titan 
tough  to  topple.  R1 


How  do  you  use  innovation  to  stay  ahead  of  your  com¬ 
petitors?  You  can  let  Senior  Editor  Daintry  Duffy  know  by 
e-mailing  her  at  dduffy@darwinmag.com . 
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Go  ahead.  Change 


www.fuegotech.com/w 


Business  can  change  in  an  instant  Middleware  can’t.  But  you  have  the  power,  flexibility  and  speed  to  profit  from  change  if  you 

innovative  Business  Process  Management  solution.  So  what  are  you  waiting  for? 


integrate  your  business  with  Fuegotech's 
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Mextronics  Senior  VP  of  IT 
i/like  Webb  (left)  has  built  a 
jlobal  computer  system  that 
lelps  the  company  get  bigger 
Jiscounts  from  suppliers. 

DFO  Robert  Dykes  (below) 

;ays  the  company  depends 
>n  a  free  flow  of  information 
hrough  its  supply  chain  for 
:ompetitive  advantage. 
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HOW  DO  YOU  SURVIVE  IN  AN  INDUSTRY  WITH  A  3  PERCENT  PROFIT  MARGIN? 
FLEXTRONICS  DOES  IT  BY  RELENTLESSLY  WRINGING  EFFICIENCIES  FROM  ITS 
WORLDWIDE  SUPPLY  CHAIN.  BY  CHRISTOPHER  KOCH 

Flextronics  International  Ltd. 

Singapore 

iv  iv  iv.  flextronics.  com 
FOUNDED  1969 
REVENUES  $7  billion 

Employees  of  contract  manufacturer  Flextronics  get  a  real-time  lesson  in  the  power  of  the  supply  chain  every  time  they  log 
on  to  the  company's  global  computer  system.  There  before  them  lies  data  pulled  from  every  Flextronics  factory  on  four  con¬ 
tinents— a  single  information  pool  rich  with  possibilities.  For  example,  a  parts  buyer  in  Singapore  can  see  what  prices  a 

buyer  in  Mexico  is  getting — and  can  use  the  isn’t  enough.  Getting  it  from  one  end  of  the  It  was  nearly  bankrupt  when  Michael 
information  to  squeeze  price  breaks  out  of  supply  chain  to  the  other  is  what  we’re  Marks,  a  former  manager  who  is  now  chair- 
suppliers.  pushing.”  man  and  CEO,  put  together  a  coalition  of 

The  system  also  lets  Flextronics  buyers  The  company  makes  the  innards  of  Silicon  Valley  venture  capitalists  in  1993  and 
make  smarter  purchases  than  they  could  on  products— cell  phones,  PCs,  Internet  hard-  began  transforming  the  tiny  company  into 
their  own.  “We  relate  all  the  data  back  into  ware  and  the  like— sold  by  companies  with  a  multibillion-dollar  global  operation, 
the  ordering  process  so  that  when  someone  household  names  such  as  Cisco,  Ericsson  Despite  a  radical  downturn  in  the  high- 
places  an  order  in  the  system,  he  gets  a  pop-  and  Dell.  In  an  industry  where  margins  are  tech  industry  this  year,  CEO  Marks  told 
up  window  that  says,  ‘You  could  get  a  better  razor-thin— 3  percent  to  5  percent— Flex-  analysts  in  June  2001  that  the  trend  toward 
price  on  this  component.  Look  at  this  pric-  tronics  must  standardize  and  coordinate  outsourcing  high-tech  components  meant 
ing  agreement,’  or  ‘The  Mexico  factory  is  the  work  of  its  factories  around  the  world  that  his  company  would  have  all  the  busi- 
overstocked  on  this  component.  Why  don’t  in  order  to  prosper.  This  global  coordina-  ness  it  could  stand.  “We  think  2002  is  going 
you  buy  it  from  them,”’  says  Mike  Webb,  the  tion  is  possible  only  through  information.  to  be  a  huge  year  for  the  key  players  of  our 
company’s  senior  vice  president  of  IT.  Flextronics  is  an  Electronic  Manufacturing  industry,  almost  regardless  of  what  happens 

Flextronics  knows  that  its  biggest  com-  Services  (EMS)  industry  leader— second  in  [in  the  high-tech  market],”  Marks  said, 
petitive  advantage  lies  in  the  ability  to  size  only  to  Solectron— and  a  Fittest  50  win-  Flextronics  did  something  different  to 

gather  and  analyze  its  supply  chain  infor-  ner  because  of  its  relentless  focus  on  using  grow  so  fast.  It  focused  its  venture  capital 
mation.  “Information  flow  is  the  real  value  information  to  gain  efficiencies  in  its  world-  on  building  a  low-cost  manufacturing  net-j] 
of  what  we’re  doing,”  says  Flextronics  CFO  wide  supply  chain.  work  not  just  in  Asia  (China  and  Siriga-f  ’  • 

Robert  Dykes.  “Aggregating  information  The  company  wasn’t  always  so  efficient.  pore)  but  worldwide.  “What  they’ve  done* 
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Winner:  Flextronics 


better  than  anyone  else  is  to  establish  a  very 
good  low-cost  manufacturing  base  across 
the  world,”  says  Scott  Heritage,  former 
senior  EMS  analyst  for  UBS  Warburg  in 
New  York  City.  “[Original  equipment  man¬ 
ufacturers]  generally  want  manufacturing 
shifted  to  low-cost  markets  once  products 
are  stable  and  volumes  ramp.”  By  making 
its  low-cost  facilities  global,  Flextronics  can 
offer  European  and  American  customers 
inexpensive  manufacturing  just  a  short 


embedded  in  the  software,  so  the  ERP  sys¬ 
tem  becomes  the  policeman  ensuring  con¬ 
sistency  across  the  different  factories,” 
Webb  says. 

The  importance  of  consistency  will  only 
intensify  as  Flextronics  embarks  on  its  lat¬ 
est  strategy:  taking  on  larger  slices  of  its  cus¬ 
tomers’  supply  chain.  About  85  percent  to 
go  percent  of  the  company’s  revenue  still 
comes  from  traditional  outsourced  manu¬ 
facturing,  where  Flextronics  makes  a  chunk 


under  design.  Implicit  in  that  information 
is  Flextronics’  dramatic  bulk-buying  advan¬ 
tages.  “We  want  the  system  to  bring  the 
entire  supply  chain  to  the  designers’  desk¬ 
tops,”  Webb  says. 

Financial  analysts  are  licking  their  chops 
in  anticipation  of  the  new  strategy.  “It 
means  Flextronics  can  get  a  margin  for  the 
design,”  says  Heritage.  “They  can  charge 
less  for  the  manufacturing  and  win  more 
deals  by  being  more  vertical.” 


"Information  flow  is  the  real  value  of  what  we're  doing.  Aggregating 
information  isn't  enough.  Getting  it  from  one  end  of  the  supply  chain  to  the 
other  is  what  we're  pushing."  -Robert  Dykes,  CFO,  Flextronics 


plane  ride  away.  That  gives  customers  a  bet¬ 
ter  sense  of  control. 

In  another  move,  Flextronics  has  insu¬ 
lated  itself  from  the  traditional  weakness  of 
manufacturing  in  underdeveloped  coun¬ 
tries— poor  infrastructure— by  building  its 
own.  There  are  now  seven  Flextronics 
campuses  on  four  major  continents.  On 
each  campus,  Flextronics  buys  extra  land 
around  its  factory  so  that  suppliers  (local  or 
global)  can  locate  close  by.  Flextronics  sup¬ 
plies  the  water,  sewer  and  computer  lines; 
it  will  even  construct  the  building  and  lease 
it  back  to  the  suppliers  if  they  request.  “The 
campus  strategy  was  revolutionary,”  says 
Michael  Morris,  EMS  industry  analyst  at 
Salomon  Smith  Barney  in  San  Francisco. 
“No  one  else  has  it  to  this  day.” 

The  campuses  are  deliberately  designed 
to  look  and  act  essentially  the  same  no  mat¬ 
ter  where  they  are  in  the  world,  and  IT  is 
the  most  important  link  in  furthering  this 
standardization  campaign.  Flextronics  uses 
the  same  enterprise  resource  planning  sys¬ 
tem  in  the  same  configuration  in  every  fac¬ 
tory,  so  that  the  best  methods  for  doing 
manufacturing  work  are  replicated  world¬ 
wide.  “The  manufacturing  processes  are 


of  a  product  for  a  customer  and  ships  it  to 
the  customer  for  inclusion  in  the  product. 
The  new  no-touch  supply  chain  means  that 
forward-thinking  customers  like  Cisco 
entrust  the  entire  manu¬ 
facturing  process  to  Flex¬ 
tronics.  Cisco  sticks  to 
product  design  and  mar¬ 
keting,  and  Flextronics 
does  the  rest.  In  fact,  Flextronics  is  even 
starting  to  take  on  processes  like  design  for 
some  customers. 

Though  becoming  more  vertically  inte¬ 
grated  may  make  Flextronics  look  more  like 
a  traditional  manufacturer,  there  is  a  differ¬ 
ence.  Flextronics  can  use  each  of  its  new 
vertical  capabilities,  such  as  design  or 
logistics,  for  many  different  customers,  not 
just  one. 

Again,  information  aggregation  will  help 
determine  the  success  of  the  strategy.  For 
example,  Webb  is  working  on  a  Web-based 
product  design  system  that  pulls  individual 
component  information  from  the  data 
warehouse  and  puts  it  at  the  designers’  fin¬ 
gertips.  Designers  will  be  able  to  see  the 
availability,  quality  and  supplier  history  for 
each  potential  component  of  a  product 


For  instance,  Swedish  cell  phone  maker 
Ericsson  signed  a  landmark  contract  earlier 
this  year  when  it  decided  to  hand  over  every 
single  element  of  its  manufacturing  to  Flex¬ 
tronics.  (Up  to  that  point, 
OEMs  had  outsourced 
pieces  of  their  manufac¬ 
turing  to  EMS  companies 
like  Flextronics,  but  never 
the  whole  ball  of  wax.)  “We  looked  for  a 
company  that  could  supply  products  on  a 
worldwide  basis  in  a  similar  footprint  to 
Ericsson’s,  and  Flextronics  was  able  to  offer 
that,”  says  Roger  Eriksson,  vice  president  of 
operations  for  division  consumer  products 
at  Ericsson  in  Stockholm,  Sweden. 

Many  analysts  see  Flextronics’  plans  for 
verticle  integration  as  a  portent  of  change 
for  any  industry  that  does  in-house  manu¬ 
facturing.  “The  outsourcing  trend  to  EMS 
companies  like  Flextronics  will  take  over — 
absolutely,”  Heritage  says.  And  that  can 
only  help  Flextronics  strengthen  its  manu¬ 
facturing  dominance.  PI 


Executive  Editor  Christopher  Koch  would  love  to  hear 
about  more  world-class  supply  chains.  E-mail  him  at 
koch@darwinmag.  com. 


darwinmag.com  Learn 

more  about  SUPPLY  CHAINS  at 

www.  darwinmag.  com/learn/scm. 
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Acxiom®  can  show  you  how  to  go 
further  than  ever  with  your  data. 

So  how  do  you  get  started?  With 
a  simple  report  called  OpticxT 
In  a  matter  of  days,  you’ll  receive 
a  data  analysis  that  could  reveal 
millions  of  dollars  in  opportunities. 
Then  we’ll  show  you  how  to  take 
advantage  of  those  opportunities 
by  integrating  Info  Base®  data 
products  into  your  customer 
data-driven  initiatives.  We  can 
also  introduce  you  to  relationship¬ 
building  tools  like  AbiliTec™  our 
market-leading  Customer  Data 
Integration  software  that  enables 
a  single  view  of  your  customer. 

If  your  marketing  and  customer 
relationship  programs  rely  on 
accurate  data  to  succeed,  you 
should  rely  on  Acxiom. 


RTC.  Inc.  AMiTcc"  n  a  trademark  of  Acxiom  Corporation.  Opticx'  is  a  servicemark  of  Acxiom  Corporation 


www. acxiom.com 
PRIVACY  ASSURED 
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MEDICAL  DEVICE  MAKER  MEDTRONIC  THRIVES  ON  PRODUCT  INNOVATION 

AND  WEB  TRANSFORMATION  BY  TODD  DATZ 

Medtronic  inc. 
Minneapolis 
www.medtranic .  com 

FOUNDED  1949 
REVENUES  $5  billion 


It's  the  stuff  of  science  fiction,  really.  A  doctor  implants  a  heart  monitor  in  a  patient  with  chronic  cardiovascular  disease.  The 
monitor  collects  physiologic  data  on  the  patient's  heart.  A  "reader"  placed  over  the  implanted  device  collects  the  data  — heart 


—  and  transmits  it  to  a  "programmer"  on  the  patient's  bedside  table.  The  programmer 


rate,  intercardiac  pressures  and  the  like 

then  sends  the  information  via  the  Internet 
to  the  patient’s  doctor. 

Computers  humming  away  in  someone’s 
body?  Wireless  transmissions  through  flesh 
and  bone?  Doctors  downloading  a  patient’s 
heart  data  from  the  Web?  All  of  them  are 
real  for  the  125  patients  who  are  participat¬ 
ing  in  trials  for  the  Chronicle  implantable 
heart  failure  monitor,  the  latest  medical 
breakthrough  from  Medtronic. 

Founded  in  1949  in  a  Minneapolis  garage, 
Medtronic  is  a  dominant  player  in  the  med¬ 
ical  device  market— in  fiscal  2001  it  had  rev¬ 
enues  of  more  than  $5.5  billion  and  netted 
$1.25  billion.  From  1985  to  2000,  the  company 
achieved  a  compound  annual  growth  rate  of 
19  percent  for  revenues  and  23.2  percent  for 
earnings  per  diluted  share.  At  the  heart  of 
this  impressive  growth  is  an  unwavering 
commitment  to  product  innovation,  which, 


coupled  with  a  to-year  strategy  to  move  as 
much  of  its  business  as  possible  to  the  Inter¬ 
net,  has  landed  Medtronic  on  Darwin's  list  of 
Fittest  50  winners. 

The  company  builds  devices  that  help 
people  manage  chronic  diseases,  such  as 
heart  failure,  diabetes  and  epilepsy;  Med¬ 
tronic’s  scientists  and  engineers  work 
extensively  with  physicians  worldwide  to 
make  sure  the  stream  of  inventions  never 
dries  out.  “We  spend  more  than  10  percent 
of  our  [annual]  revenues  on  internal 
research  and  development,”  says  CEO  and 
President  Art  Collins.  “Last  year  two-thirds 
of  our  sales  came  from  products  that  were 
developed  or  launched  within  the  last  two 
years.”  In  i960  the  company  produced  the 
first  implantable  pacemaker;  today  it 
remains  the  leader  in  that  market.  Its  most 
recent  crop  of  innovations  includes  a  sys¬ 


tem  that  doctors  embed  in  the  brain  to  help 
stop  the  tremors  of  Parkinson’s  disease  and 
an  implantable  defibrillator  that  helps  cor¬ 
rect  potentially  lethal  heart  rhythm  prob¬ 
lems.  (Vice  President  Dick  Cheney  received 
Medtronic’s  GEM  III  DR  defibrillator  at  the 
end  of  June  2001,  bolstering  the  company’s 
reputation  for  standout  devices.) 

“They’re  a  company  that  can  identify  a 
market  opportunity,  build  the  product  for 
that  opportunity  and  get  it  approved  in  a 
timely  manner,”  notes  Anne  P.  Malone, 
senior  analyst  for  medical  devices  at 
Salomon  Smith  Barney  in  New  York  City. 

This  emphasis  on  R&D  helps  Medtronic 
maintain  its  GE-like  lead  in  its  major  mar¬ 
kets.  The  company  is  number  one  in  pace¬ 
makers,  implantable  defibrillators  and  spinal 
treatment  therapies,  and  number  two — 
behind  Guidant — in  heart  stents  in  the 
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Winner:  Medtronic 


United  States.  (A  stent  props  diseased  arter¬ 
ies  open  to  allow  blood  flow.) 

In  most  of  its  product  lines,  the  company 
has  several  generations  of  replacements  in 
the  pipeline.  That  kind  of  backup  may 
appear  to  be  a  luxury,  but  in  the  fast-paced, 
ever-changing  world  of  medical  devices,  it’s 
more  of  a  necessity.  “Having  a  strong  flow 
of  new  products  and  therapies  is  critical  to 
our  success,”  says  Collins,  who  knows  his 
company  is  no  better  than  its  latest  success. 
After  all,  when  a  new  device  can  mean  the 
difference  between  life  and  death,  brand 
loyalty  can  vaporize  the  minute  a  competi¬ 
tor  comes  out  with  a  better  product. 

Medtronic’s  embrace  of  technology  isn’t 
limited  to  its  labs.  Understanding  that  the 
convergence  of  medical  and  information 


darwinmag.com 


Listen  to  an  interview  with 


Medtronic  CEO  and  President  Art  Collins  on  DARWIN 
LIVE  at  www.  darwinmag.  com/connect/live. 


alliance  with  health-care  information  pro¬ 
vider  WebMD.com  last  year  so  that  con¬ 
sumers  can  access  Medtronic  content 
through  www.webmd.com.  Ultimately,  the 
company  wants  patients  and  physicians  to 
collaborate  online  using  the  website.  And 
personally  “touching”  its  customers  may 
really  ring  true  for  Medtronic:  the  company 
envisions  Medtronic.com  as  a  password¬ 
protected  portal  that  will  even  allow 
doctors  to  reprogram  their  patients’ 
implanted  devices  from  hundreds  of  miles 
away.  On  an  innovation  scale  of  1  to  10,  that 
registers  a  Spinal  Tap-like  11. 


To  maintain  its  strong  growth  rate  and 
sustain  its  stock  price,  Medtronic  went  on 
a  buying  binge  in  the  late  iggos,  moving 
into  markets  outside  its  core  pacemaker 
business.  In  May  2001,  the  company  agreed 
to  pay  $3.28  billion  for  MiniMed,  the  market 
leader  in  insulin  pumps  for  the  treatment  of 
diabetes.  It  also  coughed  up  $420  million  for 
Medical  Research  Group,  a  company  that 
designs  implantable  pumps  and  sensors  for 
diabetes  patients. 

Medtronic’s  get-big-quick  strategy  has  had 
some  growing  pains.  One  deal  that  quickly 
went  sour  was  the  company’s  purchase  in 
January  tggg  of  coronary  stent  maker  Arter¬ 
ial  Vascular  Engineering  in  Santa  Rosa,  Calif. 
Not  long  after  the  acquisition,  competitors 
brought  newer,  better  stents  to  the  market- 


Last  year,  two-thirds  of  our  sales  came  from  products  that  were  developed  or 
launched  within  the  last  two  years."  -Art  Collins,  president  and  CEO,  Medtronic 


technology  was  radically  affecting  the  way 
patients  and  doctors  manage  diseases,  a 
team  of  employees  gathered  two  years  ago 
to  prepare  the  company’s  e-business  game 
plan.  “We  put  our  best  and  brightest  people 
to  look  out  over  the  next  decade  and  to  see 
the  major  trends  that  could  be  impacting 
our  business,”  Collins  says. 

The  result  was  Vision  2010.  One  of  the 
major  focuses  of  this  lo-year  plan  is  to 
achieve  greater  efficiencies  by  migrating  its 
internal  and  external  business  processes  to 
the  Internet.  “By  moving  everything  to  the 
Web,  we  have  an  opportunity  for  cost  sav¬ 
ings  that  would  have  been  difficult  to 
achieve  in  the  past,”  says  Jeff  Balagna,  senior 
vice  president  and  CIO. 

An  integral  part  of  this  strategy  is  Med¬ 
tronic. com.  The  site  provides  consumers 
and  patients  with  information  about  med¬ 
ical  products  and  treatments.  Medtronic 
also  committed  $100  million  to  form  an 


Another  piece  of  Vision  2010  is  the  Global 
Healthcare  Exchange,  a  privately  held  online 
trading  exchange  launched  in  March  2000  by 
Abbott  Laboratories,  Baxter  International, 
GE  Medical  Systems,  Medtronic  and  John¬ 
son  &  Johnson.  Its  goal:  to  simplify  business 
processes  for  health-care  providers.  “We 
want  to  reduce  all  that  [order  processing] 
paperwork  and  turn  it  into  transactions  that 
cost  dollars  or  pennies  instead  of  a  few  hun¬ 
dred  dollars,”  says  Steve  Kelmar,  Medtronic’s 
senior  vice  president  of  e-business  and  exter¬ 
nal  relations.  Currently  the  exchange  hosts 
about  120  health-care  companies  represent¬ 
ing  go  percent  of  the  nonpharmaceutical 
medical  technology  market  and  has  several 
hundred  hospitals  signed  on  as  customers. 

Whether  the  exchange  will  succeed 
where  others  have  failed  is  an  open  ques¬ 
tion.  “If  everyone’s  allowed  to  compete  and 
supply,  it’s  hard  to  understand  what  they’re 
going  to  get  out  of  it,”  says  Malone. 


place,  and  Arterial  Vascular’s  share  of  the 
market  plunged  from  30  percent  to  10  per¬ 
cent.  However,  Medtronic’s  stent  business 
has  since  rebounded.  And  Malone  points 
out  that  Medtronic’s  get-bigger-fast  approach 
has  helped  the  company  reduce  its  depen¬ 
dency  on  its  core  pacemaker  business 
through  product  diversification. 

Collins  makes  no  apologies  for  the  com¬ 
pany’s  growth  strategy.  If  his  company 
wants  to  maintain  its  rapid  growth  and 
market  dominance,  “we  must  continue  to 
attract  and  retain  the  people  that  will  be 
necessary  to  grow  this  business  rapidly,”  he 
says.  “That’s  both  a  challenge  and  a  great 
opportunity.”  If  the  past  is  any  indication, 
this  Fittest  50  winner  will  forge  ahead  with¬ 
out  missing  a  beat.  ffl 


How  are  you  using  the  Web  to  push  your  products  to 
market?  Send  your  comments  to  Senior  Editor  Todd  Datz 
at  tdatz@darwinmag.com. 
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Deploying  Internet  filtering  may  not  be  your  choice.  But  picking  the  software  is. 
Why  not  pick  the  same  one  that  thousands  of  other  IT  professionals  have?  One 
that  already  reduces  temptation  for  over  8.9  million  employees.  Its  network 
impact  is  minimal.  Administration  is  next  to  nothing.  It  scales  to  any  size 
organization.  And  it's  already  integrated  with  leading  Internet 
infrastructure  solutions  like  Cisco,  Check  Point,  Microsoft  and  many  others. 
Sure  makes  a  hard  choice  an  easy  one. 


EMPLOYEE  INTERNET  MANAGEMENT 


Cisco  Systems 


Need  more  proof,  just  visit 
our  Web  site  and  take  a  test 
drive  at  www.websense.com. 
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e-Citi  COO  Katherine 
Sullivan  helps  make  sure 
Citigroup's  investments  in 
new  Internet  technologies 
are  in  sync  with  its 
business  strategies. 
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turn  on  a 

dime 

CITIGROUP'S  FIRST  FORAY  INTO  E-COMMERCE  LOST  THE  COMPANY  MILLIONS. 

TODAY  THE  FINANCIAL  SERVICES  GIANT  DEPLOYS  NEW  INTERNET 
TECHNOLOGIES  WITH  THE  AGILITY  OF  A  STARTUP.  BY  MEG  MITCHELL  MOORE 

Citigroup  Jnc. 

New  York  City 
www.  Citigroup,  com 

FOUNDED  1 998  (with  the  merger  of  Citibank  and  Travelers  Insurance 
REVENUES  $111.8  billion 


Each  Wednesday  morning  at  8:30  sharp,  Citigroup's  Internet  Operating  Group  gathers  around  a  table  in  the  financial  behe¬ 
moth's  New  York  City  offices.  The  group,  made  up  of  20  executives  from  Citigroup's  business  lines,  includes  such  heavy  hit¬ 
ters  as  CEO  Sanford  Weill  and  Robert  Rubin,  chairman  of  the  executive  committee  (and  former  U.S.  Secretary  of  the  Treasury). 


Charged  with  overseeing  Citigroup’s  Internet 
strategies,  the  group  spends  most  Wednesday 
mornings  reviewing  e-business  projects 
with  representatives  from  the  company’s 
business  units.  Sometimes  discussions  get  so 
animated  that  participants  get  through  only 
four  pages  of  a  20-page  agenda.  One  reason 
for  the  excitement  is  that  they  regularly  host 
visionary  speakers,  such  as  the  chief  scien¬ 
tist  of  IBM  or  the  head  of  UC  Berkeley’s 
communications  department.  “When  you 
get  really  involved  in  day-to-day  business, 
sometimes  you  need  to  stop  and  think  big 
thoughts,”  says  Katherine  Sullivan,  Citi¬ 
bank’s  general  counsel  for  the  Internet 
Operating  Group  and  COO  of  e-Citi,  the 
group  responsible  for  delivering  new  Inter¬ 
net  technology  to  Citigroup. 

And  those  big  thoughts  are  part  of  why 
Citigroup,  which  has  struggled  with  tech¬ 


nology  initiatives  more  than  once  in  the  past 
four  years,  is  thriving  in  an  Internet  space 
many  smaller  banks  would  be  delighted  to 
occupy.  Financial  institutions,  especially  big, 
global  ones  (Citigroup  has  120  million  cus¬ 
tomers  in  more  than  100  countries)  are  gen¬ 
erally  not  known  for  their  ability  to  develop 
and  nurture  slick  new  Internet  technology 
or  to  deploy  it  quickly.  But  Citigroup’s  latest 
e-business  offerings — the  reason  for  its  selec¬ 
tion  as  a  Fittest  50  winner — have  allowed  the 
company  to  demonstrate  a  truth  not  uni¬ 
versally  acknowledged:  You  can  be  an  estab¬ 
lished  global  giant  and  still  have  the 
dexterity  of  a  startup. 

That  wasn’t  always  the  case.  In  1997,  an 
advanced  development  group — later  dubbed 
e-Citi — came  into  the  world  as  a  standalone 
incubator  for  new  Internet  technology.  It 
had  plenty  of  money  to  spend  and  plenty  of 


people  to  spend  it.  The  initiatives  were 
ambitious — including  the  Internet-only  bank 
called  Citi  F/I,  a  small  business  website  and 
an  electronic  commerce  marketplace.  But 
the  technology  creators  worked  in  a  vac¬ 
uum,  without  specific  ties  to  the  business 
units.  Lacking  those  ties,  the  technology 
foundered,  and  money  swirled  down  the 
drain.  A  lot  of  money.  Some  reports  put  the 
losses  in  the  hundreds  of  millions  of  dollars. 

When  the  future  of  online-only  banks 
began  to  dim,  Citigroup  quietly  shut  down 
Citi  F/I,  salvaging  what  it  deemed  the  best 
of  its  functionality  for  Citibank  Online,  the 
existing  site  for  online  Citibank  accounts. 
The  company  also  pulled  the  plug  on 
Finance.com,  a  consumer  site  that  strayed 
from  Citigroup’s  business  model  by  offering 
both  Citigroup  and  competitive  products. 

After  the  hemorrhaging  stopped,  Citi- 
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group  was  determined  not  to  repeat  the 
mistake  of  allowing  itself  to  be  seduced  by 
dazzling  new  technologies  without  consid¬ 
ering  business  needs.  So  in  the  spring  of 
2000,  Weill  asked  Deryck  Maughan,  a  vice 
chairman  of  Citigroup,  to  establish  the 
Internet  Operating  Group.  E-Citi  kept  its 
name,  trimmed  its  forces  (from  1,200  to  125) 
and  reestablished  itself  as  part  of  the  Inter¬ 
net  Operating  Group  under  Maughan.  The 


brings  it  back  to  MyCiti.  The  result  is  a  sin¬ 
gle  page  displaying  bank  account  informa¬ 
tion,  retirement  account  data,  credit  card 
balances,  even  frequent  flier  account  details. 
The  beauty  is  that  one  password  brings 
everything  to  one  screen.  The  catch  is  that 
to  join,  customers  must  cough  up  account 
information  and  passwords  for  anything 
they  want  to  include — giving  Citigroup 
tacit  permission  to  learn  everything  there  is 


without  the  help  of  a  PR  blitz.)  Citigroup’s 
dozens  of  Internet  offerings  also  include  a 
person-to-person  payment  system,  called 
C2it,  that  lets  consumers  send  money  from 
a  credit  card  or  bank  account  to  anyone 
with  an  e-mail  address.  The  company  also 
offers  online  mortgage  and  home  equity 
loan  services.  In  2000,  Myhomeequity.com 
originated  more  than  $150  million  in  credit 
lines  and  loans,  accounting  for  40  percent  of 


"A  centralized  technology  group  lets  you  take  new  technologies  and  put  them 
into  another  business  at  a  much  lower  cost."  -Katherine  Sullivan,  general  counsel 
for  Citigroup's  Internet  Operating  Group  and  COO  of  e-Citi 


Internet  Operating  Group  now  directs  all 
the  company’s  e-business  initiatives  and 
makes  sure  e-Citi  develops  technology  with 
the  needs  of  the  business  units  in  mind.  To 
that  end,  it  insists  that  all  technology  pro¬ 
jects  fall  into  one  of  four  buckets:  e-con¬ 
sumer,  e-business,  e-capital  markets  and 
e-asset  management,  though  business  units 
themselves  must  fund  the  projects.  Each 
business  unit  reports  on  its  projects’ 
progress  to  the  Internet  Operating  Group 
every  six  months. 

One  of  the  highest  profile  success  stories 
of  the  new  synergy  between  technology 
and  business  is  MyCiti,  Citigroup’s  account 
aggregation  service.  MyCiti  allows  cus¬ 
tomers  to  view  their  personal  account 
information  from  as  many  accounts  and 
institutions  as  they  want,  all  on  one  web¬ 
page.  The  service  is  open  to  non-Citibank 
customers  as  well  as  Citibank  customers — 
and  it’s  free,  at  least  for  now.  Behind  the 
scenes,  a  personalization  and  dissemination 
engine,  powered  by  Redwood  City,  Calif.- 
based  Yodlee,  scoops  up  each  customer’s 
account  information  from  other  sites  and 
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to  know  about  their  financial  situations. 

“We  first  started  looking  at  account  aggre¬ 
gation  in  late  1999,”  says  Ileana  Scheytt,  head 
of  MyCiti.  “We  thought  it  would  be  a  wow 
for  us  and  could  be  a  wow  for  our  cus¬ 
tomers.”  Wow  is  right.  The  idea,  of  course, 
is  that  once  customers  get  used  to  seeing  the 
Citigroup  brand  each  time  they  check  their 
accounts,  they’ll  likely  look  to  Citigroup 
when  it’s  time  to  start  a  mutual  fund  ac¬ 
count  or  finance  a  home.  The  service  is  easy 
to  use  and  addictive,  so  the  more  accounts 
customers  add,  the  more  likely  they  are  to 
return  often  to  the  site.  Also,  as  customers 
keep  adding  accounts  to  their  MyCiti  page, 
Citigroup  can  get  a  better  handle  on  how 
and  when  to  target  them  for  additional  ser¬ 
vices.  For  example,  a  customer  with  a  $200 
checking  account  balance  may  have  gone 
unnoticed  by  Citigroup.  But  if  he  reveals 
that  he’s  holding  on  to  $75,000  in  mutual 
funds  from  another  company,  he  suddenly 
becomes  a  whole  lot  more  attractive. 

The  company  is  tight-lipped  about  how 
many  customers  have  opened  MyCiti 
accounts,  but  it  will  say  that  Citigroup  rep¬ 
resents  more  than  20  percent  of  Yodlee’s  total 
business,  and  that  MyCiti’s  success  has  far 
exceeded  its  creators’  expectations.  (Sullivan 
says  the  service  took  off  in  the  first  week, 


the  bank’s  home  equity  applications.  That 
same  year,  50  percent  of  the  bank’s  student 
loans  originated  over  the  Internet.  These 
guys  aren’t  kidding  around. 

As  it  moves  forward,  one  of  Citigroup’s 
challenges  is  determining  how  to  reuse 
e-Citi’s  ideas  across  different  business 
units — and  that’s  where  the  weekly  com¬ 
munication  comes  in  handy— very  handy. 
“If  you  have  a  centralized  technology 
group,  you  can  take  [new  technologies] 
and  put  them  into  another  business  at  a 
much  lower  cost,”  Sullivan  says.  For  exam¬ 
ple,  Smith  Barney,  the  brokerage  arm  of 
Citigroup,  now  has  an  aggregation  site  that 
uses  the  same  technology  as  the  MyCiti  site. 

So  far,  Citigroup’s  Internet  efforts  show 
no  signs  of  slowing.  Plans  for  wireless 
banking,  mobile  commerce  and  digital  cer¬ 
tificates  are  in  the  works.  And  that’s  just  the 
beginning.  To  Citigroup  customers  it  must 
seem  as  if  every  time  they  turn  around  the 
company  is  offering  them  the  opportunity 
to  conduct  yet  another  transaction  over  the 
Web.  And  to  the  Internet  Operating  Group, 
that’s  exactly  how  it  should  be.  PI 


How  does  your  company  oversee  its  Internet  initiatives? 
Write  to  us  at  letters@darwinmag.com.  Meg  Mitchell 
Moore  is  a  freelance  writer  based  in  Marblehead,  Mass. 
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Streaming  Corporate 
Communications, 
Training  and  Distance 
Learning  ...  It’s  time 


The  World’s  Largest  Internet  Audio 
and  Video  Event  Hits  New  York 


STREAMING 
MEDIA 
EA5T  iOOl 


DECEMBER  10-13,  2001 

CONFERENCE  &  EXHIBITION 

JACOB  K.  JAVITS  CONVENTION  CENTER,  NYC 


Full  Conference  and  FREE  Exhibition  Registration  at 
streamingmedia.  c  a  m/east 
or  call  (888)  301-8890 
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WHEN  AOL  AND  TIME  WARNER  MERGED,  THEY  PROMISED  BIG  DIVIDENDS  FROM 
CROSS-MARKETING  SYNERGIES.  CAN  THE  NEW  COMPANY  PULL  IT  OFF? 

BY  MERIDITH  LEVINSON 

AOL  Time  Warner  Inc. 

Mew  York  City 
www.aoltimewarner.  com 

FOUNDED  2001 
REVENUES  $36.2  billion 

Thirteen-year-old  Heather  Colacchio  sits  in  a  rocking  chair  in  her  basement,  instant  messaging  her  girlfriends  about  boys, 
vacations  and  their  teacher,  Ms.  Muscatell.  She  typically  spends  15  minutes  a  day  on  AOL's  Instant  Messenger.  "If  this 
wasn't  hooked  up  to  the  phone  line.  I'd  be  on  it  all  day,"  says  the  pixieish  eighth-grader. 


Instant  Messenger  is  the  only  AOL  Time 
Warner  product  Colacchio  and  her  family 
use — and  it’s  a  free,  advertising-supported 
service  at  that.  Clearly,  the  Colacchios  are 
not  one  of  the  $36.2  billion  company’s  most 
profitable  households,  but  they  could  be. 
And  certainly,  AOL  Time  Warner  wants 
them  to  be. 

“Once  you  have  that  core  relationship 
[with  a  customer] ,  it’s  much  easier  to  add  on 
to  it  than  start  from  scratch,”  said  co-COO 
Bob  Pittman  during  the  company’s  invest- 
or  day  earlier  this  year.  Pittman’s  vision  of 
cross-marketing  reflects  post-dotcom  think¬ 
ing— that  it’s  simpler  to  market  to  an  exist¬ 
ing  customer  than  it  is  to  acquire  a  new 
one.  He  believes  the  company  will  be  able 
to  achieve  Chairman  Steve  Case’s  gutsy  2001 
revenue  goal  of  $40  billion  at  least  in  part  by 
cross-selling  products  and  services  to  exist¬ 


ing  customers.  That  means,  for  example, 
getting  the  Colacchios  to  subscribe  to  AOL 
as  their  Internet  service  provider  and 
encouraging  Heather  to  subscribe  to  Teen 
People,  an  AOL  Time  Warner  publication. 

Neither  Pittman’s  vision  nor  Case’s  ambi¬ 
tious  goal  would  be  thinkable  had  AOL  not 
had  the  chutzpah  and  wisdom  to  use  its 
sky-high  market  valuation  to  acquire  the 
enormous  Time  Warner  with  its  well- 
established  infrastructure  and  distribution 
system.  In  fact,  the  resulting  potential  for 
capitalizing  on  product  synergies  through 
cross-promotions  earned  the  newly  merged 
company  Fittest  50  honors.  Actually  achiev¬ 
ing  that  potential,  however,  will  require 
AOL  Time  Warner  to  overcome  some 
daunting  cultural  and  technical  challenges. 
“It’s  easy  to  talk  about  synergies.  It’s  always 
harder  to  actually  effectuate  them,”  says 


Barrington  Research  Media  and  Entertain¬ 
ment  Analyst  James  Goss. 

The  biggest  hurdle  for  AOL  Time  War¬ 
ner  is  cultural.  Executives  have  to  sell  the  six 
divisions  (interactive  services  and  proper¬ 
ties,  networks,  publishing,  music,  filmed 
entertainment,  and  cable  systems)  on  the 
importance  of  collaboration.  Why?  Prior  to 
the  merger,  Time  Warner  business  units 
competed  with  each  other  for  customers, 
advertisers  and  revenue.  Business  unit  heads 
were  rewarded  in  cash  based  on  their  unit’s 
performance.  Now  they  must  work 
together  as  well  as  with  their  AOL  col¬ 
leagues  to  identify  complementary  adver¬ 
tising  platforms— such  as  the  AOL  start  page 
and  airtime  on  the  WB  network — that 
might  be  bundled  into  packages  for  adver¬ 
tisers.  They  must  also  agree  on  how  to  iden¬ 
tify  customers  who  might  subscribe  to  other 
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AOL  Time  Warner  services,  and  develop 
appropriate  marketing  campaigns  to  target 
them.  Finally,  the  company  has  to  achieve 
consensus  about  how  and  where  to  adver- 
tise,  say,  its  Harry  Potter  movie  on  its  own 
properties,  because  each  Harry  ad  means 
one  less  slot  to  sell  to  a  paying  customer. 
AOL  Time  Warner  declined  to  comment  on 
how  it  will  address  those  issues.  “We  don’t 
want  to  get  into  the  specifics  about  how  we 
do  what  we  do,”  says  Peter  Costiglio,  a 
spokesman  at  Time  Inc. 

Case,  however,  is  forthright  about  the 
cultural  challenges;  he  admitted  in  a  Janu- 
ary  speech  to  shareholders  that  the  com¬ 
pany  had  to  build  a  new  culture  and  com¬ 
pensation  system  to  facilitate  corporate 
collaboration.  So  following  a  restructuring, 
he  did  away  with  Time  Warner’s  divisional 
cash  bonuses  and  instituted  a  stock  option 
plan  to  focus  employees  on  overall  com¬ 
pany  performance. 

But  the  company  needs  to  do  more  than 
restructure  and  switch  compensation  sys¬ 
tems  to  facilitate  cross-promotional  activi¬ 
ties.  It  has  to  consolidate  databases  of 
information  on  more  than  130  million  cus¬ 
tomers  and  make  sure  that  the  information 


Seybold  adds  that  other  media  companies 
that  have  embarked  on  similar  projects  have 
taken  years — and  invested  tens  of  millions  of 
dollars — to  merge  and  clean  customer  data. 
The  businesses  will  also  have  to  agree  on 
what  kind  of  customer  data  is  important  to 
track  and  how  they  are  going  to  segment 
customers,  which,  Seybold  says,  will  likely 
ignite  some  divisional  disagreement. 

The  complexity  of  the  IT  challenges  sug¬ 
gests  that  the  company’s  2001  revenue  goal 
may  be  overly  ambitious,  especially  in  a  fal¬ 
tering  economy.  In  fact,  in  July  the  company 
raised  the  monthly  AOL  subscription  rate 
by  nearly  g  percent,  an  indication  that  AOL 
Time  Warner  isn’t  counting  on  cross¬ 
promotions  to  yield  big  profits  anytime 
soon.  Tom  Burnett,  president  of  New  York 
City-based  institutional  research  service 
Merger  Insight,  says  that  the  price  hike  adds 
an  extra  $500  million  to  $600  million  in  rev¬ 
enue,  provided  no  subscribers  leave  AOL.  In 
August  the  company  announced  its  second 
round  of  postmerger  layoffs.  Furthermore, 
CEO  Gerald  Levin  e-mailed  employees  to 
say  that  AOL  Time  Warner  would  make  its 
numbers  even  if  it  had  to  sell  its  furniture, 
according  to  a  former  Time  Warner  em- 
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recording  artist  Madonna.  Although  the 
company  won’t  discuss  results  of  this  cam¬ 
paign,  it  has  said  that  promotions  on  AOL 
generate  100,000  new  subscriptions  a  month 
for  Time  Inc.  Henry  Blodget,  an  analyst 
with  Merrill  Lynch  &  Co.  in  New  York  City, 
says  that  only  a  tiny  percentage  of  the  com¬ 
pany’s  revenues  come  from  cross-marketing, 
but,  he  adds,  it’s  still  early  in  the  game. 

Regardless,  other  industry  players  won’t 
likely  disappear.  Although  AOL  Time  War¬ 
ner  presents  itself  to  advertisers  and  inves¬ 
tors  as  the  world’s  most  powerful  media 
company,  competitors  such  as  Bertels¬ 
mann,  Disney,  Fox,  Universal  and  Viv¬ 
endi  maintain  a  toehold  on  consumers’ 
attention  and  wallets.  Indeed,  most  artists 
in  Heather  Colacchio’s  music  collection  are 
on  Bertelsmann’s  BMG  label.  Her  favorite 
TV  programs  are  on  Fox,  the  Disney  Chan¬ 
nel  and  MTV. 

Back  in  her  dark  basement,  Colacchio’s 
face  glows  from  the  glare  of  the  monitor. 
Nearby  lies  an  AOL  startup  disc  with  500 


AOL  Time  Warner's  cross-marketing  strategy  reflects  post-dotcom  thinking: 
it's  simpler  to  market  to  an  existing  customer  than  it  is  to  acquire  a  new  one. 


is  consistent.  AOL  alone  has  30  million  sub¬ 
scribers  whose  billing  addresses  are  likely 
spread  over  multiple  databases,  according 
to  Rob  Lancaster,  Internet  market  strategies 
analyst  at  Boston-based  Yankee  Group. 

“Merging  and  purging  customer  data  is 
not  an  insignificant  challenge,”  says  Patricia 
Seybold,  author  of  Customers.com  and 
founder  and  CEO  of  the  Patricia  Seybold 
Group.  “If  they  decide  to  do  it,  it  will  prob¬ 
ably  take  them  nine  to  18  months  to  get  it 
right,  given  the  number  of  customers  we’re 
talking  about.” 


ployee  who  accidentally  received  the  memo. 

Nonetheless,  the  company  has  forged 
ahead  with  its  cross-promotion  plans.  For 
instance,  last  winter,  the  WB  network 
launched  Pop  Stars,  a  reality  show  about  the 
search  for  the  next  big  girl-band.  You  can 
bet  the  show  was  promoted  on  AOL.  The 
chosen  group,  Eden’s  Crush,  released  its 
first  disc,  “Pop  Stars,”  on  a  Warner  Music 
Group  record  label. 

The  company  also  lured  new  AOL  sub¬ 
scribers  by  offering  them  first  crack  at  tick¬ 
ets  to  the  concert  tour  of  Warner  Music 


free  hours  that  she  received  in  the  mail.  The 
ads  on  her  Instant  Messenger  buddy  list 
include  a  promotion  for  a  free  download  of 
AOL  software.  Something  must  be  work¬ 
ing:  AOL  appears  to  know  that  Colacchio 
doesn’t  use  AOL  as  her  online  service.  But 
the  company  is  going  to  have  to  do  more 
than  post  ads  and  mail  startup  discs  to  get 
the  family  to  subscribe.  It’s  got  to  convince 
her  mom  it’s  worth  the  $23.90  a  month,  fll 


Will  AOL  Time  Warner  succeed?  E-mail  Senior  Writer 
Meridith  Levinson  at  mlevinson@darwinmag.com. 
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USING  A  FLEDGLING  ENERGY  TRADE  SITE  AS  A  SPRINGBOARD,  ENRON  HAS 
TRANSFORMED  ITSELF  INTO  A  MASTER  OF  E-MARKETS  BY  DAINTRY  DUFFY 


Enron  Corp. 

Houston 

www.  enron.  com 


-OUNDED  1985 


-VENUES  $100.8  billion 


Enron  launched  its  online  energy  marketplace  in  November  1 999.  Still,  many  longtime  customers  were  wary  of  the  change. 


'I  had  one  guy  that  I  was  talking  to  for  three  to  four  months,  and  I  couldn't  get  him  to  trade  online,"  recalls  Larry  Gagliardi, 


director  of  marketing  for  the  crude  oil  and  refined  products  business.  "Finally,  I  talked  him  through  it:  'Put  the  little  arrow  on 


the  sale  price,  click  and  you’re  done,”’ 
Gagliardi  says.  “The  next  day  he  did  five 
trades  with  us.  The  next  week  he  did  20. 
The  following  week  he  did  40  in  one  day, 
and  I  had  to  call  him  and  tell  him  to  slow 
down.” 

An  extreme  case  of  love  at  first  site?  Per¬ 
haps.  But  the  simplicity— and  the  lack  of 
red  tape  and  paperwork— of  EnronOnline 
has  rocketed  the  company  to  success. 

Since  launching  the  site,  Fittest  50  winner 
Enron  has  not  only  revolutionized  the 
energy  markets  but  pioneered  the  Web  as  a 
supremely  easy  place  to  buy  and  sell  com¬ 
modities.  EnronOnline  now  encompasses 
30  commodity  markets,  from  forest  products 
and  plastics  to  broadband  and  weather 
futures,  and  currently  averages  a  whopping 
$3  billion  in  transactions  per  day.  “EnronOn- 
line  is  one  of  the  leading  examples  of  the 


right  way  to  apply  technology,”  says  Bruce 
D.  Temkin,  group  director  at  Cambridge, 
Mass. -based  Forrester  Research.  “While 
other  dotcoms  tried  to  invent  new  business 
models,  or  made  them  up,  Enron  has  done  a 
great  job  of  [using  technology  to]  extend  its 
business  model.” 

Formed  in  1985  by  a  merger  between 
Houston  Natural  Gas  and  InterNorth  of 
Omaha,  Neb.,  Enron  started  as  a  natural  gas 
pipeline  company.  But  when  gas  and  elec¬ 
tricity  deregulation  hit  in  the  late  ’80s,  the 
company  moved  into  the  business  of  buying 
and  selling  those  commodities  by  phone  or 
fax.  Traders  took  orders  from  buyers,  such 
as  independent  power  companies,  then 
tracked  down  potential  energy  supplies. 
The  gambit  worked:  Within  a  year  of  dereg¬ 
ulation,  Enron’s  gas  services  group  had  cap¬ 
tured  29  percent  of  the  electric  power 


market.  And  as  the  traders  looked  for  new 
and  better  ways  to  aggregate  and  analyze 
market  information,  they  realized  that  an 
online  marketplace  may  be  the  answer. 

The  site  began  as  a  skunk  works  pro¬ 
ject— a  popular  practice  at  Enron.  In  this 
case,  Louise  Kitchen,  who  was  the  head  of 
European  gas  trading  in  London  at  the  time 
(and  is  now  chief  operating  officer  for 
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Enron  Net  Works  CEO  Greg  Piper  says  technolog\ 
has  boosted  the  success  of  EnronOnline.  Enror 
Americas  COO  Louise  Kitchen  (left)  led  the  skunh 
works  project  that  created  EnronOnline 
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Winner:  Enron 


Enron  Americas,  a  division  of  Enron), 
spearheaded  the  campaign  for  a  global  elec- 
tronic  trading  platform.  Kitchen  mounted  a 
fulhscale  PR  assault  to  get  Enron  traders  on 
board,  and  searched  out  the  technology  that 
would  support  the  new  marketplace.  It  was 
only  when  those  two  goals  had  been 
achieved— a  process  that  involved  350  Enron 
employees,  25  law  firms  to  work  through  the 
legal  details  and  about  $15  million  in  deveb 
opment  costs — that  Kitchen  took  the  idea  to 
the  CEO,  who  gave  it  the  green  light. 

One  of  the  keys  to  EnronOnline’s  success 
was  that  Kitchen  and  her  team  recognized 
that  there  was  no  value  in  creating  another 
typical  exchange,  where  buyers  and  sellers 
are  matched  up.  Enrons  marketplace  is 
principal-based,  meaning  that  the  company 
acts  as  the  conduit  between  the  buyer  and 
seller  in  every  transaction.  Because  Enron 
deals  with  players  on  both  sides  of  the  mar¬ 
ket  every  day,  its  traders  know  where  the 
supply  and  demand  lies.  This  positioning 
assures  sellers  that  they  can  always  find  a 
home  for  their  natural  gas  or  power  (Enron 
buys  it  at  a  posted  price),  and  assures  buy- 


minute  information  about  the  markets  they 
are  trading  in.  The  transaction  process  for 
the  buyer  and  seller  has  also  been  auto¬ 
mated  so  that  each  party  no  longer  has  to 
physically  write  out  a  contract  for  each 
transaction  it  makes  with  Enron. 

Enrons  formula  for  marketplace  success 
also  lies  in  its  canny  choice  of  commodity 
markets  that  are  significantly  fragmented 
and  that  deal  in  a  product  that  doesn’t  vary 
much  from  player  to  player.  For  example, 
the  company  now  trades  weather  deriva¬ 
tives,  where  businesses  that  are  affected  by 
changes  in  weather  can  mitigate  the  risk  of 
financial  losses. 

EnronOnline  has  not  only  drummed  up 
more  business,  it  has  created  great  efficien¬ 
cies  for  the  company.  “We’re  trying  to  use 
technology  to  accelerate  what  we  already 
do,”  says  Greg  Piper,  president  and  CEO  of 
Enron’s  Net  Works  division,  which  houses 
EnronOnline.  He  says  that  each  of  Enron’s 
brokers  buy  and  sell  five  to  six  times  more 
than  they  did  before,  radically  increasing 
productivity  without  increasing  head 
count.  By  capturing  each  order  electroni- 
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that  banner.  Others  include  Clickpaper 
and  Commoditylogic.com.  Clickpaper  is  a 
Web-based  transaction  system  for  the 
paper,  pulp  and  wood  industries.  Com- 
moditylogic.com  builds  Web-based  prod¬ 
ucts  that  automate  back-office  operations 
for  commodity  buyers  and  sellers.  Enron 
has  already  proven  that  its  marketplace  can 
handle  a  number  of  disparate  commodities, 
so  the  real  question  for  them  is  how  much 
is  too  much?  “We  do  a  good  job  of  asking 
ourselves  how  fast  we  can  move  horizon¬ 
tally,”  Piper  says.  “Right  now  our  plate  is 
pretty  full  and  the  biggest  hurdle  is  not  the 
business  model  or  the  technology,  it’s  hav¬ 
ing  enough  good  people  to  make  a  go  of  it.” 

Despite  the  expansion  of  the  past  year  and 
a  half,  Enron  has  also  had  its  share  of  trouble. 
Its  stock  price  has  plummeted  this  year  in 
response  to  several  problems,  including  the 
poor  performance  of  the  company’s  broad¬ 
band  trading  operation,  as  well  as  investor 
uncertainty  resulting  from  the  ongoing  tur- 


"We're  trying  to  use  technology  to  accelerate  what  we  already  do." 

-Greg  Piper,  president  and  CEO,  Enron  Net  Works  division 


ers  that  they  can  rely  on  Enron  for  depend¬ 
able  delivery.  Buyers  and  sellers  that  deal 
with  Enron  also  get  predictable  pricing 
because  the  company  bundles  a  variety  of 
financial  risk  management  products — 
futures  contracts  and  options,  for  exam¬ 
ple — with  its  commodities  as  a  hedge 
against  volatile  market  pricing. 

Predictable  pricing  aside,  customers  love 
EnronOnline’s  ease  of  use.  Enron  touts  the 
uniqueness  of  its  pricing  system,  which 
allows  customers  to  transact  immediately 
when  they  see  the  right  price  onscreen. 
Through  an  arrangement  with  Reuters,  the 
site  also  lets  customers  access  up-to-the- 


cally,  the  company  also  claims  that  its  error 
rates  have  fallen  to  zero,  and  it  has  lowered 
the  cost  of  each  transaction  by  75  percent. 
EnronOnline  has  generated  a  huge  uptick 
in  transactions — physical  volumes  increased 
by  60  percent  in  2000  (EnronOnline’s  first 
full  year  up  and  running)  compared  with 
an  average  30  percent  growth  per  year  dur¬ 
ing  the  past  10  years. 

Enron  isn’t  done  growing  yet.  In  April 
2000  the  company  launched  Enron  Net 
Works  for  the  express  mission  of  extending 
Enron’s  business  model  to  new  commodity 
markets  through  e-commerce.  EnronOn- 
line  is  one  of  the  initiatives  falling  under 


moil  in  the  electricity  markets  of  the  west¬ 
ern  United  States.  To  top  it  all  off,  CEO 
Jeffrey  Skilling  resigned  abruptly  in  August 
after  only  six  months  on  the  job,  and  a 
video-on-demand  venture  with  Blockbuster 
was  scuttled  amid  mutual  recriminations. 

Still,  many  analysts  remain  bullish  on  En¬ 
ron’s  future.  “They  are  as  Darwinistic  as  any 
company  out  there,”  Forrester’s  Temkin  says. 
“They  give  their  people  a  lot  of  rein  to  try 
new  things,  and  they  lock  into  the  things  that 
work  and  cut  off  the  things  that  don’t.”  PI 


Is  your  e-business  a  success?  E-mail  Senior  Editor 
Daintry  Duffy  at  dduffy@darwinmag.com. 
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AMERICA'S  SECOND  HARVEST  WANTS  TO  SHAKE  UP  THE  FOOD  CHAIN.  SO  THE 
NONPROFIT  IS  USING  TECHNOLOGY  TO  MAKE  IT  EASIER  FOR  CORPORATIONS 
TO  DONATE  FOOD  TO  THE  HUNGRY.  BY  MEG  MITCHELL  MOORE 

America's  Second  Harvest 
Chicago 

www.secondharvest.  org 
FOUNDED  1979 
REVENUES  $20.8  million 


When  a  hungry  child  shows  up  at  the  Pine  Valley  Kids  Cafe  in  Charlotte,  N.C.,  he  doesn't  care  where  the  food  came  from  or 
how  it  arrived.  Only  that  it's  there,  it's  hot  and  it's  free.  But  behind  the  scenes,  America's  Second  Harvest,  a  Chicago-based 
nonprofit  network  of  independent  food  banks,  performs  a  complex  series  of  exchanges  that  makes  that  meal  possible. 


Increasingly,  technology  is  playing  a  star- 
ring  role  in  those  exchanges.  Just  ask  Robert 
Forney,  who  joined  the  nonprofit  in  May  as 
president  and  CEO  after  a  six-year  stint  as 
the  tech-savvy  president  of  the  Chicago 
Stock  Exchange.  “I  intend  to  have  the  finest 
logistics  on  planet  Earth,”  Forney  says.  “I’m 
not  assuming  that  because  we’re  a  nonprofit 
we’re  going  to  be  technology  deficient.” 
Nobody  else  should  assume  that  either. 
America’s  Second  Harvest  is  spending 
$13  million  on  technology  initiatives  to  link 
donors,  food  banks  and  agencies,  such  as 
food  pantries  and  shelters. 

The  bottom  line  is  that  more  food  is 
already  getting  where  it  needs  to  go  faster, 
which  is  why  Darwin  chose  America’s  Sec- 
ond  Harvest  as  a  Fittest  50  winner.  The 
ultimate  goal,  according  to  David  Prender- 
gast,  vice  president  of  technology,  is  to 


increase  by  50  percent  the  amount  of  food 
that  reaches  hungry  people,  and  to  get  it  to 
them  twice  as  fast. 

Moving  surplus  food  from  its  source  to 
the  people  who  need  it  is  a  complex  process 
made  all  the  more  intricate  because  time  is 
of  the  essence— food  that  isn’t  delivered 
quickly  can  go  bad.  Ten  million  U.S.  house- 
holds  lack  enough  food  to  meet  their  basic 
needs,  and  every  serving  of  food  saved  can 
mean  another  mouth  fed.  The  process 
starts  with  Second  Harvest’s  donors— 
ConAgra,  General  Mills,  Kraft  and  Nabisco, 
for  instance.  Those  donors  offer  surplus 
and  leftover  food  products  to  America’s 
Second  Harvest,  which  works  as  a  distrib- 
utor,  getting  the  food  from  the  donors  to  a 
network  of  more  than  200  affiliate  food 
banks  and  food  rescue  programs.  The 
affiliates  distribute  the  food  to  more  than 


50,000  agencies,  which  then  serve  26  mil¬ 
lion  people  each  year. 

For  Second  Harvest  to  operate  at  peak 
efficiency,  the  connections  among  the 
donors,  the  food  banks  and  the  agencies 
need  to  be  as  seamless  as  possible.  And  that 
requires  some  serious  technology,  which  in 
turn  requires  a  serious  outlay  of  money.  The 
money  to  fund  the  technology  initiatives 
has  come  from  contributions  from  the  likes 
of  ConAgra,  The  Reynolds  Foundation  and 
the  U.S.  Department  of  Commerce. 

To  date,  the  most  complete  of  Second 
Harvest’s  technology  initiatives  is  Re- 
sourceLink.org.  With  the  help  of  co¬ 
sponsor  Hewlett-Packard,  Second  Harvest 
has  developed  a  website  for  donors  that 
makes  the  process  of  donating  food  faster 
and  easier.  Simplifying  the  process  is  criti¬ 
cal-potential  donors  have  other  op- 
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tions  for  getting  rid  of  surplus  food,  such  as 
selling  it  to  liquidators.  And  food  they  can’t 
donate  in  a  timely  manner  gets  de- 
stroyed.  “We’re  not  naive,”  Prendergast 
says.  “Donation  is  not  free.  It  costs  them 
money  to  handle  that  whole  process.” 

As  the  first  donor  to  use  ResourceLink, 
Kraft  Foods  can  attest  to  the  value  of 
streamlining.  In  the  past,  each  of  Kraft’s 
plants  and  distribution  centers  that  wanted 
to  donate  surplus  food  went  through  a 
long,  arduous  process.  Managers  filled  out 
Excel  spreadsheets  and  faxed  or  e-mailed 
them  to  Kraft  headquarters.  There,  some¬ 
one  consolidated  the  potential  donations, 
picking  out  any  possible  problems,  such  as 


donates,  ResourceLink  has  increased 
the  number  of  donating  locations — 
from  23  to  60.  (Kraft  now  has  more 
than  100  locations,  but  it  has  not  im¬ 
plemented  ResourceLink  in  the  facilities 
it  acquired  from  Nabisco  late  last  year.) 

The  key  to  making  ResourceLink  work, 
Prendergast  says,  was  dozens  of  meetings 
with  Kraft  to  be  sure  America’s  Second 
Harvest  understood  the  business  methods 
behind  the  donation  process.  Already  hav¬ 
ing  worked  out  many  of  the  kinks  with 
Kraft  means  other  donors  will  be  able  to 
use  ResourceLink  more  easily. 

If  getting  food  to  hungry  people  is  like  a 
relay,  Prendergast  explains,  ResourceLink 


access  to  PR  information,  news,  photos  and 
other  communications  that  used  to  travel 
by  snail  mail. 

The  final  leg  of  the  relay  involves  con¬ 
necting  agencies,  such  as  food  pantries  and 
shelters,  to  food  banks.  Second  Harvest 
plans  to  fund  and  guide  the  development  of 
websites  for  the  food  banks  that  will  allow 
agencies  to  shop  for  food  online  in  real-time. 
(Most  agencies  wait  for  faxed  lists  that 
become  out-of-date  almost  as  soon  as  they 
arrive.)  “I’ve  been  in  food  banks  where  they 


"I  intend  to  have  the  finest  logistics  on  planet  Earth.  I'm  not  assuming  that 
because  we're  a  nonprofit  we're  going  to  be  technology  deficient." 

-Robert  Forney,  president  and  CEO  of  America's  Second  Harvest 


looming  expiration  dates,  and  e-mailed  or 
faxed  the  reports  to  Second  Harvest.  This 
process  occurred  once  a  week,  and  it  could 
take  several  more  days  before  the  food 
reached  the  food  banks.  In  the  meantime, 
some  of  the  food  spoiled. 

ResourceLink  allows  each  location  to 
enter  donation  information  online  as  soon 
as  food  is  available,  skipping  the  time-con¬ 
suming  stop  at  Kraft  headquarters.  “Now 
any  location  can  log  on  to  the  Internet  and 
enter  their  own  donations  and  do  it  as  often 
as  they  want  to,”  says  Stacey  Furey,  logistics 
services  manager  for  Kraft.  A  process  that 
used  to  take  as  long  as  10  days  now  takes 
only  three  to  five,  and  America’s  Second 
Harvest  now  knows  instantly  how  much 
food  is  available.  Logistics  people  at  Kraft 
headquarters  can  monitor  donations 
online,  but  they  no  longer  need  to  control 
the  process,  because  ResourceLink  has 
built-in  rules  to  spot  expiration  dates  and 
other  red  flags.  While  Kraft  hasn’t  calcu¬ 
lated  the  increase  in  the  amount  of  food  it 


represents  one  leg  of  the  race.  The  next  leg 
is  building  another  view  into  ResourceLink 
for  the  food  banks,  so  that  they  can  see 
what  donors  have  to  offer.  When  it’s  com¬ 
plete,  food  banks  will  be  able  to  list  their 
specific  needs  and  put  claims  on  donations 
without  waiting  for  Second  Harvest  to  con¬ 
tact  them.  The  nonprofit  will  still  authorize 
all  donations  to  ensure  that  food  is  equi¬ 
tably  allocated  among  food  banks. 

Second  Harvest  has  also  funded  the 
implementation  of  customized  inventory 
and  financial  software  that  lets  food  banks 
manage  their  inventory  and  accounts  elec¬ 
tronically.  “We  don’t  mandate  its  use,” 
Prendergast  says.  “We  try  to  make  our  pre¬ 
ferred  option  appealing  in  the  interest  of 
consistency  and  long-term  efficiency.”  If  all 
the  food  banks  use  the  same  software,  he 
says,  Second  Harvest  can  spread  mainte¬ 
nance  costs  over  a  large  base  and  allow  loca¬ 
tions  to  capture  and  share  information 
more  easily.  In  addition,  Second  Harvest  set 
up  an  intranet  to  give  food  banks  instant 


literally  sit  on  the  phone  and  read  the  list  to 
the  agencies,”  Prendergast  says.  That’s  not 
just  mind-numbing,  it’s  also  inefficient,  espe¬ 
cially  when  more  than  one  agency  stakes  a 
claim  on,  say,  the  same  shipment  of  Jell-O. 
One  challenge:  Prendergast  estimates  that 
23  percent  currently  have  Internet  access,  but 
because  those  are  the  larger  agencies,  they 
represent  80  percent  of  the  food  consumed. 

It’s  too  early  for  America’s  Second  Har¬ 
vest  to  calculate  how  much  more  food  is 
making  its  way  to  empty  stomachs,  but  the 
organization  plans  a  study  to  capture  some 
of  those  numbers.  “Every  day  you  can  take 
out  of  the  cycle  is  one  more  day  that  the 
food  is  available,”  Prendergast  says.  And  for 
worthwhile  technology  investments,  feed¬ 
ing  more  people  at  the  Pine  Valley  Kids  Cafe 
and  tens  of  thousands  of  other  food  pantries 
around  the  country  is  hard  to  beat.  PI 


Has  IT  helped  your  nonprofit  organization  evolve?  Write  to 
us  at  letters@darwinmag.com .  Meg  Mitchell  Moore  is  a 
freelance  writer  based  in  Marblehead,  Mass. 
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Delicious  eBusiness  Infrastructure  Management  Solutions 


NO  MATTER  WHAT 
YOUR  INFRASTRUCTURE 
MANAGEMENT  NEEDS  ARE, 

WE  HAVE  SOLUTIONS 
THAT  WILL  SATISFY 
YOUR  APPETITE. 


Open  24  hours. 
Every  day. 

ENSURING  OPTIMAL 
DELIVERY  OF  SERVICE. 


CALL  YOUR  CA 
SALES  REPRESENTATIVE 

0RVisrrCA.coM 
FOR  OUR  SPECIALS. 


Oflfif"  fi  Network  &  System  Management  Solutions 

Advanced  Network  Operations  . 

Automated  Operations  Management 

Entrees 

Mot  IT  Resource  Management  Solutions 

Asset  Management  . . . 

Software  Delivery  . . . . . . 

Ti*Ipl6  DfiCkfif*  Database  Management  Solutions 

Database  Performance  Management . 

. . Market  Price 

Web  Infrastructure  Solutions  from 

The  Grill 

Management  for  Web  Server . . . 

Tafity  Application  Management 

Application  Management  for  ERP . . 

. . . .  Market  Price 

♦  Management  for  SAP  ♦  Management  for  PeopleSoft 

Application  Management  for  GroupWare . . . Market  Price 

♦  Management  for  Lotus  Notes  ♦  Management  for  Exchange 


Unicenter1 


THE  BEST  INFRASTRUCTURE  MANAGEMENT  SOFTWARE. 
AVAILABLE  A  LA  CARTE.  BON  APPETIT. 


In  infrastructure  management,  no  two  appetites  are  alike.  That's  why  Unicenter  lets  you  choose 
only  the  components  you  need,  just  when  you  need  them.  Of  course,  it's  also  still  available  prix 
fixe.  Regardless,  the  individual  elements  will  work  together  seamlessly.  So  you  can  build  end-to-end 
infrastructure  management  solutions  for  your  business  without  biting  off  more  than  you  can  chew. 
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HELLO  TOMORROW 


WE  ARE  COMPUTER  ASSOCIATES 


THE  SOFTWARE  THAT  MANAGES  eBUSINESS  M 
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oftheWorld 

www.lhw.com  1-800-223-6800 


Pay  for  your  trip  over  time — right  on  the  American  Express  Card.  With  Sign  &  Travel® — a  unique 
feature  of  the  American  Express  Card,  you  can  pay  for  your  Leading  Suites  charges  over  time.  So 
you  can  travel  the  way  you  want,  and  pay  the  way  you  want.  Just  enroll  in  Sign  &  Travel  for  free, 
or  request  it  each  time  you  book  a  trip.  To  enroll,  or  to  find  out  more  about  your  extended  payment 
options,  call  1-800-528-4800,  or  visit  us  at  www.americanexpress.com/cards.  Not  all  Cardmembers 
are  eligible.  Eligibility  is  based  on  Cardmember  tenure  and  a  review  of  payment  history. 

Tor  Leading  Hotels  that  are  members  of  the  Fine  Hotels,  Resorts  &c  Spas  program,  please  contact  Platinum  Travel  Service  (PTS)  at  1-800-443-7672,  Centurion  Travel 
Service  at  1-877-877-0987  or,  refer  to  your  travel  professional.  This  offer  is  combinable  with  the  Fine  Hotels,  Resorts  &  Spas  program  amenities  and  suite  rates. 


AMERICAN 


EXPRESS 


Cards 


Indulge  your  taste  for  the  finer  things  in  life  at  some  of  the  most  luxurious  suites  in  the  world.  And 
now,  receive  impressive  savings  or  added  value  on  premium  suites  at  The  Leading  Hotels  of  the  World. 
Exclusively  for  American  Express®  Cardmembers.  With  the  Leading  Suites  program  at  participating 
Leading  Hotels,  American  Express  Cardmembers  save  20%  off  published  rates  or  receive  the  equivalent 
in  value-added  amenities  and  services  for  stylish  suites. 

For  reservations  and  information  on  the  Leading  Suites  program"',  call  1-800-223-6800 
and  request  promotion  code  LSUSTE  or  visit  www.lhw.com/suites. 
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leaders  who  aet  it 


FIVE  EXECUTIVES  FROM  OUR  FITTEST  50  WINNERS  HAVE  ONE 

THING  IN  COMMON:  THEY  UNDERSTAND  THAT  TECHNOLOGY 
AND  BUSINESS  STRATEGY  ARE  INSEPARABLE  BY  SARI  KALIN 


Companies  that  are  really  smart  about  the  way  they  use  tech¬ 
nology  don't  get  that  way  by  just  hiring  a  good  CIO.  And  they 
don’t  keep  tabs  on  the  latest  high-tech  fads — or  figure  out  whether 
those  fads  have  any  business  value — just  by  stocking  the  systems 
department  with  eager  young  geeks.  They  also  need  to  have  top  busi¬ 
ness  leaders  who  get  IT— who  understand  that  technology  when  har¬ 
nessed  in  the  service  of  business  strategy,  can  give  their  companies 
an  adaptive  edge. 

Darwin  asked  five  top  executives  from  our  Fittest  50  winners  how 
technology  helps  their  companies  stay  ahead  of  the  change  curve, 
how  it  is  altering  their  interactions  with  customers  and  partners,  and 
how  they  personally  provide  technology  leadership.  Here’s  how  our 
winners  got  on  top  and  intend  to  stay  there. 
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david 

pottruck 

President  and  Co-CEO 
THE  CHARLES  SCHWAB  CORP. 

San  Francisco 

SINCE  POTTRUCK  BECAME  PRESIDENT OFTHIS 
discount  brokerage  in  1992,  Schwab's  client  assets 
have  grown  18-fold— to  more  than  $860  billion  — 
fueled  in  part  by  the  company's  aggressive,  tech¬ 
nology-intensive  move  into  online  trading.  But  with 
the  economy  and  online  trading  in  the  doldrums, 
Schwab's  earnings  have  been  a  bit  depressed  of 
late.  We  asked  Pottruck  what  role  technology  plays 
in  furthering  Schwab's  business  strategy  and  how 
his  systems  background  has  influenced  his  ap¬ 
proach  to  working  with  the  IT  department. 

At  Schwab,  our  entire  strategy  is  about  how 
you  combine  people  and  technology  to 
provide  superior  service  at  a  lower  cost. 
That  means  understanding  how  to  blend 
people  and  technology  together  seamlessly. 

We’ve  barely  begun  that  from  my  per- 
spective.  We’re  probably  the  best  in  the 
financial  services  industry  at  that,  and  yet 
we’re  not  as  good  as  we  need  to  be  or  will 
be  down  the  road. 

Seamlessness  means  that  you — the  client — 
don’t  have  to  start  over  again  every  time  you 
have  a  problem  and  move  from  one  channel 
to  another.  To  achieve  that,  we’re  always  test¬ 
ing  new  technologies.  That  doesn’t  mean  we 
have  to  implement  bleeding  edge  technology 
that  doesn’t  work.  We  have  to  know  where 
the  technology  is  heading  so  that  we  can  be 
heading  in  that  direction. 

We’ve  already  moved  a  lot  of  what  used 
to  be  done  by  people  to  computers — giving 
quotes,  ordering  checks  or  resetting  pass¬ 
words.  But  what  happens  when  someone 
wants  to  talk  about  thinking  through  a 
retirement  plan?  While  our  website  can  take 
you  through  a  retirement  planner  software 


package,  people  still  like  to  bounce  their 
ideas  off  a  human  and  have  a  conversation 
about  their  fears,  hopes  and  dreams.  That 
has  to  be  done  by  people.  There’s  a  limit  to 
how  much  can  be  done  by  technology. 

When  I  was  in  IT  at  Citibank,  business¬ 
people  didn’t  treat  us  as  partners,  and  it  was 
hard  for  us  to  do  our  jobs.  We  built  what 
people  thought  they  wanted  as  opposed  to 
what  they  really  needed.  We  couldn’t  build 
what  they  really  needed  because  we  didn’t 
know  the  business  well  enough. 

One  contribution  I’ve  tried  to  make  at 
Schwab  is  to  treat  the  IT  people  as  partners 
from  the  very  beginning  of  every  business 
discussion.  We  don’t  bring  them  in  at  the 
end  to  build  the  tools  or  solve  the  problem. 
We  enlist  them  as  business  partners  from 
the  beginning.  They  sit  in  on  all  the  strat¬ 
egy  discussions  and  get  to  learn  and  under¬ 
stand  the  business.  Even  if  you  haven’t 
spent  time  in  IT  like  I  did,  the  same 
approach  applies.  You’ve  got  to  let  the  IT 
people  come  in  and  be  a  partner  and  trust 
them  and  develop  that  kind  of  relationship. 

Often  businesspeople  view  IT  as  this 
mysterious  thing,  a  black  void  that  sucks  up 
the  budgets  of  companies.  General  man¬ 


agers  feel  like  there’s  never  enough  money, 
and  then  the  IT  person  comes  in  and  says, 
“I  need  this  amount  of  money,”  and  the 
manager  says,  “Well,  I  don’t  know  if  I  can 
give  you  all  that.”  That’s  when  the  systems 
person  sometimes  uses  what  I  call  “systems 
blackmail”  and  says,  “Well,  do  you  want 
your  systems  to  work  or  not?”  or  “If  the  sys¬ 
tem  breaks,  it  won’t  be  my  fault  because  you 
didn’t  give  me  the  money  I  needed.”  You 
need  a  very  enlightened  head  of  technology 
who  understands  that  it’s  a  two-way  street, 
ss 

Some  people  have  the  impression  that  the 
Internet  is  dead  and  that  innovation  is 
somehow  going  to  lag.  I  don’t  believe  that  at 
all.  The  Internet’s  potential  has  barely  been 
scratched,  and  innovation  is  more  impor¬ 
tant  than  ever.  There’s  more  competition, 
and  innovation  is  usually  crucial  to  win  in 
the  face  of  strong  competition. 

Could  we  have  anticipated  a  downturn 
in  Internet  trading?  We  definitely  could 
have  polished  our  crystal  ball  so  that  it  was 
a  much  brighter  beacon.  But  I  don’t  think 
any  of  us  could  have  predicted  the  dowtum 
in  the  economy  or  in  Internet  trading.  Still, 
we  kick  ourselves,  asking,  “Why  didn’t  we 
see  this  as  a  bubble?”  or  “Why  couldn’t  we 


74 


October  2001 


WWW.DARW1NMAG.COM 


Charles  Schwab 


©  200 1  CnossWorlds  Software,  Inc.  CrossWorlds  and  the  CrossWorlds  Software  Logo  are  registered  trademarks,  and  "Integration  is  more  than  just  connections"  is  a  trademark  of  CrossWorlds  Software,  Inc. 


i 


*  This  is  the  CUSTOMER 


That  accessed  the  Account 


That  linked  with  the  Database 


©  That  verified  the  Deposit 


©  That  released  the  Funds 


◄>  That  paid  the  Loan 


That  updated  the  Records 


©  That  triggered  the  Statement 


©  That  completed  the  Process 


That  lives  in  the  Integration  Software 


ED  That  we  Built. 
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know  that  we  don’t  just  connect  applications — we  automate 
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see  that  the  bubble  was  going  to  find  a  pin 
and  pop?”  But  we  didn’t,  and  our  job  is  to 
figure  out  what  happens  next. 

Everyone  is  wondering  if  and  when  the 
market  and  the  economy  are  going  to  find  a 
landing  place  and  start  heading  back  up. 
The  history  since  the  war  is  that  these 
things  last  16  to  20  months,  and  we’re  more 
than  halfway  through  all  that.  But  when 
you’re  in  the  middle  of  a  downturn,  it  seems 
like  things  are  going  to  go  on  for  a  long  time, 
and  emotions  run  in  all  directions.  Our  job 
is  to  plan  for  multiple  scenarios  and  think 
about  what  we  do  if  things  drag  on  and 
what  we  do  when  things  pick  up. 

There  is  an  emotional  lull  in  every  busi¬ 
ness  right  now  because  people  see  their 
stock  options  underwater.  They’re  won¬ 
dering  about  the  upward  momentum  of  the 
stock  market,  and  what  it  means  for  them 
personally.  Bonuses  are  lower.  There’s  all  of 
the  emotion  that  goes  with  the  loss  of  the 
euphoria,  and  now  it  feels  as  if  this  is  going 
to  be  a  lot  of  hard  work.  Well,  it’s  always 
been  a  lot  of  hard  work.  That  doesn’t  mean 
hard  work  has  to  be  daunting  and  nonre¬ 
warding. 

Hard  work  can  be  very  fulfilling — the 
success  of  innovation,  doing  things  differ¬ 
ently  and  better,  winning  in  the  market¬ 
place  every  day.  But  it’s  different  from  the 
almost  giddy  roller-coaster  we  were  on  dur¬ 
ing  a  two-  to  three-year  period.  So  there’s 
got  to  be  an  emotional  adjustment,  espe¬ 
cially  among  the  younger  employees  who 
haven’t  had  too  many  years  of  experience, 
and  who  knew  only  what  the  world  felt 
like  in  that  kind  of  a  situation.  That’s  a  very 
important  thing  for  us  to  be  paying  atten¬ 
tion  to  during  the  next  year.”  ■ 
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nigel 

morris 

President  and  COO 
CAPITAL  ONE  FINANCIAL  CORP. 

Falls  Church,  Va. 

AS  ONE  OF  CAPITAL  ONE'S  COFOUNDERS, 
Morris  helped  pioneer  the  company's  use  of  infor¬ 
mation  technology  to  better  tailor  its  credit  card 
offerings  and  marketing  pitches  to  fit  customers' 
credit  histories  and  lifestyles.  This  strategy  has 
paid  off:  For  each  of  the  past  six  years,  the  com¬ 
pany  has  posted  a  20  percent  earnings  growth, 
and  its  customer  base  has  grown  by  40  percent. 
Morris  talks  about  why— and  how— technology 
has  played  a  pivotal  role  in  that  growth. 

We’ve  always  believed  that  IT  and  informa¬ 
tion  management  are  at  the  strategic  ful¬ 
crum  in  our  business.  The  credit  card 
business  is  a  ferociously  competitive  busi¬ 
ness — more  so  here  in  the  United  States 
than  it  is  anywhere  else.  Information  lets  us 
target  the  right  product  to  the  right  cus¬ 
tomer,  at  the  right  time  and  at  the  right 
price.  Our  ability  to  harness  and  synthesize 
that  information  is  the  lifeblood  of  our  busi¬ 
ness.  Our  future  depends  on  our  ability  to 


continue  to  be  a  leader  in  information  man¬ 
agement  and  customer  targeting. 

To  do  that,  we  continue  to  invest  in  tech¬ 
nology  and  in  people  who  are  looking  at 
what  the  future  holds.  And  we  continue  to 
ensure  that  our  businesspeople  and  tech¬ 
nology  people  are  virtually  inseparable. 
They  are  part  of  the  same  unit— there  aren’t 
any  systems  projects,  there  are  business 
projects;  and  everybody  works  together. 

Anybody  with  deep  pockets  can  go  to 
various  third  parties  and  say,  “Give  me  this 
or  that.”  You  need  to  have  a  culture  that  can 
mobilize  technology  for  it  to  be  effective. 
Look  at  the  people  who  are  now  spending 
enormous  amounts  of  money  on  various 
eCRM  or  CRM  solutions.  Major  portions  of 
them  are  going  to  be  bitterly  disappointed 
in  18  months  because  they  see  technology  as 
a  panacea.  But  the  challenge  with  technol¬ 
ogy  is  not  buying  it  and  integrating  it;  it’s 
actually  mobilizing  it  and  using  it  to  achieve 
business  purposes.  And  that’s  where  the  IT- 
business  linkage  is  so  powerful. 

A  partnership  between  IT  and  business 
means  having  great  in-house  expertise  on 
the  business  side  and  the  technology  side, 
and  pulling  that  together  in  a  spirit  of  col¬ 
laboration  and  a  common  goal.  It  also 
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WHAT  YOU  DO  TO  LIGHT  IN  ONE  PLACE  AFFECTS  WHAT  HAPPENS  TO  IT  IN  OTHERS. 
That’s  why  we’ve  integrated  all  the  functions  of  the  optical  layer  in  one  company.  All  the  elements  are 
designed  to  perform  harmoniously  in  next-generation  networks.  Already,  our  full  line  of  optical  fiber  products 
is  delivering  the  lowest  cost-per-bit.  Raman  amplifiers  are  extending  the  reach  of  optical  networks.  Our 

tip  to  tip  cable  systems  solutions  enable  high  bandwidth 
applications,  and  our  innovative  optical  networking  devices 
are  making  transparent  networks  a  reality.  Corning  orchestrates 
the  various  functions  of  the  optical  layer  so  you  can  master 
the  possibilities. 
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means  making  the  right  decision  about 
funding  the  IT  idea  in  the  hrst  place  and 
making  sure  that  there’s  distinct  account' 
ability  for  ensuring  the  returns  with  the 
people  who  sponsored  the  system  in  the 
hrst  place. 

A  successful  technology  rollout  starts  with 
a  few  questions:  What’s  the  purpose?  Why 
are  we  thinking  about  a  new  system?  Who’s 
driving  it?  Business  has  to  be  in  the  spon- 
soring  chair,  and  IT  has  to  galvanize  around 
that. 

All  too  often,  IT  projects  are  catalyzed  by 
IT  people,  who  do  not  have  business  spon- 
sorship,  and  the  failure  rate  in  those  see- 
narios  is  really  high. 

It’s  critical  to  do  a  systematic  review  of 
whether  to  build  technology  yourself  or  buy 
it  from  someone  else.  A  lot  of  IT  shops  have 
a  tendency  to  do  it  all  themselves. 

But  IT  is  in  business,  it’s  not  in  academic 
theory.  So  it’s  really  important  that  you 
determine  what  you  buy  and  what  you 
build;  and  if  you  buy  it,  that  you  integrate  it 
well  and  build  great  relationships  with  the 
vendors. 

Pulling  all  that  together  into  an  inte- 
grated  whole  might  sound  easy.  But  it’s  not. 
All  too  often,  IT  people  are  bedazzled  by 
new  technology  and  sell  the  businesspeo¬ 
ple  on  the  idea,  who  in  turn  believe  that  the 
IT  solution  is  going  to  be  some  sort  of  mag¬ 
ical  cure. 

The  challenge  is  to  learn  from  small  mis¬ 
takes  before  you  invest  all  your  marbles  in 
one  big  idea  and  the  whole  thing  collapses. 
I’ve  learned  the  power  of  breaking  systems 
projects  into  small,  modular  pieces  with 
distinct  milestones  and  distinct  account¬ 
ability. 

And  I  have  a  rule  that  says  that  anything 
which  costs  more  than  sio  million  or  takes 
more  than  to  months  to  build  deserves  a  lot 
of  scrutiny.  ■ 


.  mark 

hogan 

Group  Vice  President,  General  Motors; 
President,  eGM 
GENERAL  MOTORS 
Detroit 

HOGAN,  WHO  HAS  LED  GM'S  CONSUMER 
e-business  division  since  its  founding  two  years 
ago  is  spearheading  GM's  use  of  technology  to 
communicate  with  customers  and  enhance  their 
transportation  experience.  We  asked  whether 
e-business  remains  a  priority  at  GM,  and  what 
eGM  is  doing  to  get  GM  closer  to  its  customers. 

A  lot  of  the  frenzy  and  arm  waving  that  was 
going  on  about  the  dotcoms  has  subsided. 
But  larger  companies  such  as  General 
Motors— companies  that  took  the  Internet 
seriously  and  don’t  see  it  going  away  but 
rather  see  it  as  a  powerful  tool  for  busi¬ 
ness— have  staying  power,  unlike  some  of 
the  thinner  capitalized  dotcom  startups. 
E-business  is  one  of  our  top  four  business 
priorities.  And  without  that  continually 
reinforced  perspective,  starting  with  our 
President  and  CEO  Rick  Wagoner,  I’d  say 
that  we  too  could  have  fallen  by  the  way¬ 


side.  Instead,  the  shakeout  has  allowed  us 
to  take  advantage  of  good  opportunities  to 
leverage  our  bricks-and-clicks  and  to  be 
much  broader  in  our  Web  presence. 

Traditionally,  auto  companies  have  had  an 
episodic  relationship  with  customers.  Our 
only  touch  point  with  our  more  than  too  mil¬ 
lion  customers  worldwide  has  been  when 
they  buy  a  car — and  that’s  not  a  very  satisfy¬ 
ing  way  for  us  to  stay  in  touch  with  them. 
The  challenge  for  eGM  has  been  to  take  those 
relationships  and  transform  them  into  con¬ 
stant,  nurturing  ones  so  that  we  can  better 
understand  their  needs  and  offer  our  full 
array  of  products  and  services. 

One  way  is  through  BuyPower,  our  vehi¬ 
cle  search-and-locate  engine  that  lets  cus¬ 
tomers  learn  about  GM  cars  and  trucks, 
configure  them,  and  actually  find  them  in 
dealerships.  We’re  also  creating  strategic 
alliances  with  key  third-party  sites.  Our 
research  tells  us  that  if  you  visit  Kelly  Blue 
Book  or  Edmunds,  the  odds  are  80  percent 
that  you’ll  purchase  a  vehicle  in  the  next 
60  days.  So  we’ve  done  deals  with  those  sites 
to  favorably  position  GM  products  in  a  way 
that  lets  consumers  get  a  fair  comparison  of 
GM  vis-a-vis  the  competition. 

Consumers  are  going  online  for  infor- 
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General  Motors 


NO  NEW  HARDWARE.  NO  NEW  SOFTWARE.  JUST  PROVEN 


RELIABILITY,  SECURITY  AND  SCALABILITY  THAT  NOW 


Lew  Epstein 
Vice  President 
North  America  Sales 
Adobe  Systems 
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Executive  insights 


"Our  customers  may  not  be  as  quick  to 
adapt  to  technology  as  they  are, 

,  perhaps,  in  other  industries/' 


mation  about  their  prospective  automotive 
purchase.  But  then,  often  they  close  that 
purchase  physically  in  the  dealership.  So  in 
North  America,  we’re  working  with  our 
dealers  to  test  new  retail  models  that  marry 
bricks-and-clicks  so  that  customers  can 
have  a  seamless  experience. 

We’re  also  using  Web-based  tools  at  the 
core  of  the  business — design,  engineering 
and  manufacturing  processes — to  help  pro¬ 
ductivity  and  speed  to  market.  We’re  trying 
to  follow  what  the  folks  at  Dell  do,  where 
you  literally  go  online,  configure  your  PC 
and  get  it  in  a  matter  of  days.  There’s  no 
reason  that  we  can’t  have  a  similar  approach 
with  cars.  It  will  lean  up  our  supply  chain 
and  make  our  products  fresher.  And  when 
we  get  to  a  full  build-to-order  model,  we 
think  we  can  save  more  than  $20  billion  in 
inventory,  just  in  North  America. 

a 

The  Internet  is  becoming  more  important 
every  day  in  terms  of  our  ability  to  be  a  suc¬ 
cessful  company.  Through  it  we’ll  be  able  to 
interact  richly  with  our  customers,  antici¬ 
pate  their  needs  and  meet  those  needs  in  a 
more  fulfilling  way. 

The  Internet  itself  is  also  morphing.  All 
you  have  to  do  is  look  at  our  children  and 
how  they  use  it.  That — combined  with  the 
development  of  the  wireless  network,  which 
will  have  increasingly  more  bandwidth — tells 
us  the  companies  that  embrace  the  Internet, 
know  how  to  use  it  and  are  sophisticated  in 
their  strategic  plans  going  forward  are  going 
to  be  much  more  successful. 

Today’s  traditional  automotive  competi¬ 
tors  probably  won’t  be  tomorrow’s  tradi¬ 
tional  automotive  competitors.  I  don’t 
know  who  they  are,  but  they’re  out  there, 
they’re  thinking  about  it,  and  we  as  busi¬ 
ness  leaders  must  be  broad  enough  in  our 
perspective  to  understand  that  that  capabil¬ 
ity — the  disruptive  technology  capability — 
is  out  there.”  ■ 


richard 

keyser 

CEO 

W.W.  GRAINGER  INC. 

Lake  Forest,  III. 

W.W.  GRAINGER,  A  LEADING  DISTRIBUTOR  OF 
MRO  supplies  in  North  America,  was  early  to  rec¬ 
ognize  the  power  of  the  Web— it  launched  its  first 
e-commerce  site  in  1996.  Keyser  talks  about  how 
technology  enhances  Grainger's  multichannel 
strategy  and  how  he  makes  sure  that  technology 
doesn't  leave  customers  behind. 

Grainger  provides  customers  with  materials 
they  need  to  help  keep  their  facilities  run¬ 
ning.  Our  customers  often  manage  multiple 
facilities— they’ve  got  too  much  to  do  and  not 
enough  time  to  do  it.  As  a  result,  when  they 
need  something,  they  need  it  now. 

So  our  opportunity  for  growth  lies  in 
using  technology  to  drive  down  the  costs  of 
procurement.  We  must  do  that  by  integrat¬ 
ing  our  various  sales  channels  and  informa¬ 
tion  systems  so  that  customers  receive  the 
same  high-quality  service  regardless  of  the 
method  they  use  to  contact  Grainger. 

Our  major  focus,  going  forward,  is  inte¬ 


grating  technology  in  order  to  provide  a 
seamless  customer  experience.  We  recently 
realigned  the  company  in  order  to  streamline 
our  business  processes  with  our  information 
systems.  We’ve  also  used  technology  to 
enhance  our  internal  processes.  In  1999,  we 
linked  our  nearly  400  branches  to  the  SAP 
enterprise  resource  planning  system,  result¬ 
ing  in  one  of  the  largest  SAP  implementa¬ 
tions  in  the  world.  It  creates  a  paperless  and 
seamless  order  fulfillment  process  by  linking 
every  step,  from  order  entry  to  invoicing. 

We  are  undergoing  a  similar  initiative 
with  our  website.  Through  a  project  called 
Connect  Genesis,  we’re  linking  every  step 
in  the  procurement  process  for  orders 
placed  online,  thereby  creating  a  seamless 
transaction.  Once  that  new  capability  is 
fully  implemented  later  this  year,  customers 
will  be  able  to  view  the  status  of  their 
online  orders  in  real-time. 

Yet  we  have  to  keep  in  mind  that  our  cus¬ 
tomers  may  not  be  as  quick  to  adapt  to  tech¬ 
nology  as  they  are,  perhaps,  in  other 
industries.  For  instance,  many  are  comfort¬ 
able  using  the  paper  Grainger  catalog  to  find 
and  place  product  orders.  As  with  any  new 
form  of  technology,  you  have  early  adopters 
and  late  adopters.  We  have  done  a  good  job 
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Does  your  temporary  staffing  firm  employ  the 
highest  standards  when  it  comes  to  finding  talent? 


It's  time  to  expect  more  from  a  temporary  staffing  firm.  More  qualified 
associates.  And  a  more  in-depth  understanding  of  your  business,  leading 
to  a  better  matching  process.  That's  why  Veritude  works  with  you,  in  your 
environment.  Immersing  ourselves  in  your  corporate  culture.  Delivering 
technical,  administrative  and  business  professionals  who  fit  perfectly  into  your 
organization.  If  you  have  large-scale  staffing  needs,  visit  Veritude.com/cio 
or  call  1-800-597-5537.  And  don't  settle  for  anything  less  than  the  best. 
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of  working  with  our  early  adopters  online. 
The  key  is  to  make  sure  that  we  continue  to 
choose  the  right  technology  and  recognize 
that  the  use  of  technology  may  be  a  new  phe¬ 
nomenon  to  some  of  our  customers.  We 
must  continue  to  work  as  a  partner  with  cus¬ 
tomers,  particularly  our  late  adopters,  as  they 
begin  to  embrace  technology. 

One  way  we’re  doing  that  is  by  training 
our  salespeople  to  teach  customers  how  to 
use  a  time-saving  feature  on  our  website 
called  Personal  Lists.  It  lets  customers  set  up 
an  online  list  of  the  supplies  they  order  from 
Grainger  on  a  weekly  basis;  once  the  list  is 
set  up,  the  supplies  can  be  reordered  quickly 
with  a  couple  of  clicks.  Our  salespeople  help 
customers  become  more  comfortable  with 
this  process  by  sitting  with  them  and  walk¬ 
ing  them  through  the  progression. 

We  believe  our  technology  and  business 
strategies  must  go  hand  in  hand — something 
we  had  to  learn  over  time.  About  four  years 
ago,  we  tried  to  move  into  other  related 
markets.  Our  Custom  Solutions  business 
targeted  large  companies  that  had  complex 
MRO  purchasing  requirements  and  supplier 
consolidation  strategies.  Our  Consulting 
Services  business  was  aimed  at  midsize  to 
large  companies  that  wanted  to  improve 
their  inventory  and  materials  management 
processes.  We  separated  those  business  enti¬ 
ties  operationally  from  the  core  and  devel¬ 
oped  systems  and  infrastructures  that 
supported  their  business  direction  and  pro¬ 
moted  each  business’s  distinct  capabilities. 

We  found  that  customers  had  a  hard 
time  seeing  those  separate  entities  as  differ¬ 
ent  businesses.  As  a  result,  our  efforts  to 
expand  into  other  areas  ended  up  conflict¬ 
ing  with  our  core  business.  We’ve  since 
shut  those  entities  down  and  have  begun  to 
reintegrate  the  assets  we  created  along  the 
way,  in  an  effort  to  remain  focused  on  our 
core  business  and  provide  one  unified, 
seamless  customer  experience.”  ■ 


jim 

kelly 

Chairman  and  CEO 
UNITED  PARCEL  SERVICE  INC. 

Atlanta 

THESE  DAYS,  UPS'S  BUSINESS  IS  INCREASINGLY 
about  delivering  services— not  just  packages. 
Kelly  talks  about  the  way  the  company  uses 
technology  to  move  into  new  markets. 

Consumers  are  gaining  the  ability  to  order 
exactly  what  they  want,  when  they  want  it 
and  where  they  want  it.  So  UPS  has  to  be 
there  to  support  consumer  pull,  and  we  will 
do  that  primarily  by  being  connected  to  the 
Internet,  offering  e-commerce  products  and 
services  that  help  businesses  worldwide 
provide  better  customer  service. 

Technology  has  revolutionized  our  busi¬ 
ness.  It  has  allowed  us  to  build  an  informa¬ 
tion  profile  on  every  package— critical 
information  that  can  trigger  other  activities, 
such  as  payment  for  the  goods. 

We  were  the  first  to  begin  guaranteeing 
delivery  times  for  goods  shipped  via  our 
ground  network,  which  in  the  past  was 
prohibitively  expensive  with  lower-cost 


ground  shipments.  Now,  using  the  Internet, 
customers  can  track  their  packages  on  the 
Web  instead  of  calling  us— and  that’s  signif¬ 
icantly  cheaper.  On  a  $5  package,  we  can 
handle  the  to-cent  cost  of  a  track  via  the 
Web,  as  opposed  to  the  $2  it  costs  for  a 
tracking  phone  call  into  a  call  center. 

We  see  some  terrific  opportunities  in  the 
immediate  future  for  services  to  our  small 
and  midsize  customers,  things  that  were 
never  possible  in  the  past.  Using  technol¬ 
ogy,  we  can  provide  those  customers  with 
the  same  size  and  scope  of  service  as  large 
corporations. 

For  us,  business  and  technology  strategy 
are  inseparable.  It’s  hard  to  say  which  one 
leads— business  strategy  can  dictate  tech¬ 
nology,  but  technology  allows  you  to  enter 
into  new  businesses.  And  sometimes,  a  rev¬ 
olutionary  technology  like  the  Internet 
becomes  a  truly  enabling  element  of  change. 
Fortunately,  our  organization  recognized 
how  entwined  the  two  were  back  in  the 
late  1980s,  and  we’ve  operated  on  that  basis 
ever  since.”  PI 


How  do  you  keep  technology  and  business  strategy  in  sync 
at  your  company?  Senior  Editor  Sari  Kalin  would  like  to 
know.  She  can  be  reached  at  skalin@darwinmag.com. 
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Your  employees. 
Your  content. 
Our  software. 
Two  days. 

(Who  knew  the  formula  for  higher  profits  was  so  simple?) 


With  X.HLP,  you’re  just  48  hours  from  training  your  employees  with  unique  content. 

In  today’s  vicious  economy,  profit  is  king,  and  timing  is  everything.  Maximizing  employee  value 

and  productivity  is  critical.  But  the  cost  and  time  it  takes  to  train  your  people  always  seem  to 
outweigh  the  benefits.  Until  now.  With  the  X.HLP  Adaptive  Learning  Platform  you  can  be  training 
your  employees  and  customers  with  your  content  in  just  48  hours.  Guaranteed.  Not  only  does  this 
save  you  substantial  time  and  money,  but  X.HLP  solutions  actually  train  your  employees  more 
effectively.  They’ll  retain  more,  faster— and  your  business  will  reap  the  rewards  even  sooner. 
To  learn  more,  visit  our  Web  site  at  www.xhlp.com/48hours  for  a  free  demo.  Or  call  us  today  at  our 
US  Corporate  Office,  (001)  781-663-7500  or  our  UK  Office,  (+44)  (0)  207  394  4306. 
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October  24,  2001 
7  to  10  AM 


Hynes  Convention  Center 
Boston,  MA 

WITl  (Women  In  Technology  International)  proudly  presents 
the  third  Executive  Women's  Forum.  This  unique  breakfast 
meeting  provides  you  with  the  extraordinary  opportunity  to 
meet  and  work  with  an  elite  group  of  the  most  successful 
women  in  the  country,  Senior  Executives  and  CEO’s.  Enjoy 
discussing  the  following  topics  with  these  creative  and 
accomplished  individuals: 

>  Making  Globalization  Work 
>  Mergers  and  Acquisitions 
Political  Realities  of  Leadership 

igh  Performance  Teams:  How  to  Build  Them  &  Maintain  Them 
>  Economic  Realities  &  Tough  Decisions 
>  Leadership  in  the  New  Millennium 
>  Strategic  Partnerships 
>  Navigating  the  Economy 
>  Continuing  Growth  in  an  Economic  Downturn 


After  breakfast,  you  will  have  the  opportunity  to  continue  the  experience  by  working  together  to  establish  goals, 
next  steps  and  results  based  on  the  roundtable  discussion.  You  will  see  actual  results  that  will  benefit  both  you  and  your  company. 

This  event  is  for  executives  only  and  seating  is  limited.  Registration  is  $375  per  person.  To  register  visit  us  online  at 
www.witi.com/center/conferences/boston/ewf/  or  email  karin@corp.witi.com 


WITl  (Women  In  Technology  International)  is  the  premier  association  advancing  women  through  technology  - 
get  the  female  point  of  view  at  www.witi.com! 
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FEELING  A  LITTLE  FLABBY?  THESE  SOFTWARE 

AND  SERVICES  VENDORS  CAN  HELP  GET  YOUR 
COMPANY  IN  FIGHTING  SHAPE  AGAIN.  BY  SARI  KALIN 


Channel  surfers  may  feel  a  pang  of  guilt  when  they  click  past  the  Ironman  competition 
and  remember  that  the  only  laps  they've  done  of  late  were  between  couch  and  fridge. 
Likewise,  executive-types  may  feel  a  bit  inadequate  when  they  flip  through  a  magazine 


that  celebrates  companies  for  their  smart  use 
of  technology — and  get  reminded  of  the  many 
ways  that  their  own  organizations  are  out  of 
shape.  Well,  suffer  no  more.  We  asked  some 
experts  to  recommend  a  few  new  technology 
vendors  that  could  help  our  readers’  compa¬ 
nies  become  more  efficient,  adaptive  and  prof¬ 
itable— in  a  word,  fit. 

This  story  isn’t  meant  to  be  the  print  equiv¬ 
alent  of  those  workout  packages  advertised  on 
TV— the  ones  that  promise  firmer  buns  and 
biceps  only  if  viewers  buy  the  special  video, 
exercise  gadget  and  protein  shakes.  But  if  you 
read  these  vendor  vignettes,  we  hope  you’ll 
cull  tips  to  help  you  address  some  of  your  own 


nagging  business  problems — a  stagnant  web¬ 
site,  perhaps,  or  a  bloated  supply  chain— even 
if  you  don’t  buy  their  software  or  use  their  ser¬ 
vices.  "Ask  yourself,  What  are  they  doing  that 
I  can  learn  from?”  says  Paul  Saffo,  technology 
forecaster,  director  of  the  Institute  for  the 
Future  in  Menlo  Park,  Calif.,  and  a  member  of 
our  Fittest  50  nominating  panel.  “What  is  it 
about  their  worldview  that  is  interesting?  Can 
I  take  a  piece  of  that  worldview  and  apply  it 
to  problems  I’m  trying  to  solve?” 

Given  the  flash-in-the-pan  nature  of  so 
many  new  technologies — and  technology 
companies— Saffo  warns  against  falling  too 
hard  for  any  of  those  featured  here:  “If  history 
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is  any  guide,  even  some  of  these  wonderful 
new  companies  are  going  to  wind  up  float- 
ing  in  the  water,  belly-up,  like  a  dead  bass.” 
And  the  days  of  throwing  a  company’s 
fate  to  the  hands  of  a  single  technology  ven¬ 
dor  are  long  gone.  “The  name  of  the  game 
today  is  diversity,”  Saffo  says.  Think  cross- 
training.  Here  are  four  companies  to  con¬ 
sider  adding  to  your  technology  workout. 

Customer  Knowledge  Management 
Give  Your  Customers  a  Workout 

1  Wasn’t  the  Web  supposed  to  make 
it  easier  for  marketers  to  really  lis¬ 
ten  to  what  customers  want?  Sur¬ 
prisingly,  it  hasn’t  much  changed 
the  customer-company  dia¬ 
logue.  Sure,  customers  can 
send  cranky  e-mails  instead  of  calling 
or  writing  a  letter,  and  marketers 
have  gotten  pretty  good  at  fielding 
online  surveys.  But  those  surveys, 
much  like  their  paper-and-pencil 
offline  counterparts,  typically  ask 
people  to  pick  from  a  canned  set  of 
responses  that  originate  in  a  mar¬ 
keter’s  head — hardly  the  best  win¬ 
dow  into  what’s  going  on  in  a 
customer’s  head.  And  clearly,  for  big 
companies,  responding  to  the  flood 
of  customer  e-mails  is  more  a  chore 
than  a  market  research  opportunity. 

A  new  San  Mateo,  Calif. -based 
company  wants  to  turn  the  Web  into  a 
customer  listening  post.  Recipio's 
technology  lets  a  website’s  visitors  give 
free-form  comments — in  their  own 
words— about  any  of  that  company’s 
products  or  services  so  that  marketers 
can  really  hear  what  customers  are  thinking. 
Recipio  analyzes  those  comments  in  real¬ 
time  and  extracts  statistically  meaningful 
marketing  data  from  them.  “Most  online  sur¬ 
veys  are  limited  because  they  offer  only  a  set 
of  predefined  responses,"  says  Kevin  Wer- 


bach,  editor  of  Release  1.0,  a  newsletter  based 
in  New  York  City.  “Recipio  allows  cus¬ 
tomers  to  respond  to  feedback  provided  by 
other  customers  so  that  the  responses  effec¬ 
tively  self-organize.  It  combines  the  freedom 
and  interactivity  of  a  focus  group  with  the 
scale  and  speed  of  an  online  survey.” 

Here’s  an  example  of  how  Recipio’s  tech¬ 
nology  works  at  Procter  &  Gamble’s  website. 
A  visitor  who  wants  to  weigh  in  on  Charmin 
bathroom  tissue  is  asked  to  complete  an 
open-ended  statement  (“I  like  Charmin 
because...”).  She  can  see  a  list  of  other  visitors’ 
responses — for  example,  “Mr.  Whipple,  what 
more  can  I  say?”  She  can  then  add  her  two 
cents’  worth.  Recipio  shows  her  how  her 


opinions  stack  up  against  the  crowd.  And  if 
she  has  given  new  opinions,  says  Tom 
Kehler,  Recipio’s  president  and  CEO,  “we 
take  them  as  a  sample  and  parade  them 
around  to  other  people  online  and  see  if  we 
can  get  anyone  to  agree  with  them.” 


From  the  highly  personal  cadences  of 
customers  who  confess  their  true  love  (or 
hatred)  for  a  product  emerge  the  clear  notes 
of  the  most  popular  opinions.  Recipio  can 
also  sort  the  data  along  demographic  lines. 
“Companies  can  begin  to  get  ideas  of  how 
to  adjust  their  communication  and  market¬ 
ing  programs  to  different  segments  based 
on  feedback  they’re  getting  in  real-time,” 
Kehler  says.  Recipio  offers  its  software  as  a 
service  over  the  Web;  it  may  also  license  it 
in  the  future. 

Distributed  Computing 
Pump  Up  Your  PC  Power 

When  you’re  playing  with 
Excel  spreadsheets,  answer¬ 
ing  e-mail  and  bidding  on 
an  eBay  auction— all  at  the 
same  time — you  may  think 
you’re  pushing  your  poor 
little  PC  to  the  max.  But  the  truth  is 
that  your  PC’s  processing  power  is 
woefully  underused  by  routine  work¬ 
day  tasks.  Multiply  that  wasted  silicon 
by  all  the  PCs  in  your  organization, 
then  think  about  the  money  your 
company  would  save  if  there  were  a 
way  to  harness  all  that  power. 

San  Diego-based  Entropia  employs 
a  technique  called  distributed  com¬ 
puting  to  corral  the  unused  processing 
power  on  networked  PCs.  It  then 
breaks  down  large  computing  tasks 
into  bite-size  chunks  and  runs  those 
chunks  on  each  PC — without  slowing 
down  the  PCs’  performance.  It  is  one 
of  several  new  companies  seeking  to 
bring  distributed  computing  to  the 
Internet  and  to  corporate  networks.  “It’s  a 
really  important  technology  because  it  can 
radically  decrease— by  orders  of  magni¬ 
tude — the  cost  of  any  big  computer  prob¬ 
lems,”  says  John  Sviokla,  vice  chairman  of 
DiamondCluster  International  in  Boston. 
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challenges  of  securing  your  IT  infrastructure 
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Our  worldwide  team  of  industry  leading  security  and 
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large  business  we  are  committed  to  helping  organizations  like  yours  harness 
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Our  revolutionary  enterprise-wide  security  solutions  and  our  approach  to  threat  and  vulnerability 
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Entropia  has  more  than  100,000  volunteers 
in  its  computational  grid,  all  of  whom  have 
downloaded  software  that  lets  Entropia  use 
their  spare  PC  muscles  for  feel-good  causes, 
such  as  FightAIDSatHome  (which  crunches 
numbers  for  AIDS  drug  research  that  is 
sponsored  by  The  Scripps  Research  Insti¬ 
tute).  “We  view  the  Internet  as  this  tremen¬ 
dous  proving  ground  for  our  technology,” 
says  CTO  Andrew  Chien.  “If  you  can  do  it 
there,  you  can  do  it  anywhere.” 

But  big  companies  may  be  too  worried 
about  performance  and  security  to  rely  on 
thousands  of  anonymous  Internet  users  to 
run  their  mission-critical  applications.  So 
Entropia  and  other  distributed  computing 
vendors  are  starting  to  help  them  tap  the  un¬ 
used  computing  power  inside  their  own  cor¬ 
porate  networks.  Bristol-Myers  Squibb,  for 
example,  is  testing  Entropia’s  software  to  see 
if  it  can  use  excess  capacity  on  its  existing 
PCs  to  perform  drug  development  research — 
the  kind  of  number-crunching  that  would 
typically  take  place  on  a  supercomputer. 

While  there  are  a  handful  of  startups  in 
this  area,  having  supercomputing  guru  Larry 


Smarr  on  the  board  gives  Entropia  extra  cred¬ 
ibility.  As  of  this  writing,  Entropia  has  yet  to 
announce  that  any  other  customers  are  using 
its  software  on  corporate  networks,  but  it  is 


trolling  for  such  customers  in  the  life  sciences 
and  financial  services  areas,  among  others. 

Real-Time  Data 
Sharpen  Your  Reflexes 

Business  happens  in  real-time,  or 
at  least  it  should.  When  a  teenager 
orders  some  hot  new  computer 
game  on  a  website,  she  wants  to 
know  if  the  game  is  really  in  stock 
right  now.  If  there’s  a  run  on  that 
hot  new  computer  game  and  the  warehouse 
stock  is  low,  the  harried  guy  in  charge  of 
ordering  the  website’s  merchandise  wants  to 
know  about  it  right  now.  And  if  he  needs  to 
place  a  rush  order  with  his  distributor  for 


500  more  copies  of  the  game,  he  wants  to 
know  whether  the  distributor  has  any  in 
stock  right  now. 

The  problem  is,  most  commerce  over  the 


Web — whether  it’s  B2B  or  B2C — isn’t  backed 
up  by  real-time  data.  The  teenager,  the  guy 
placing  the  website’s  orders  and  the  distribu¬ 
tor  are  most  likely  looking  at  data  that 
hasn’t  been  updated  for  a  day  or  as  much  as  a 
week.  Chances  are  the  online  store’s  website 
software  doesn’t  talk  to  the  store’s  warehouse 
inventory  system  more  than  once  a  day.  And 
the  online  store’s  inventory  systems  probably 
speak  a  different  language  altogether  from  the 
distributor’s  inventory  systems. 

Real-time  data  sharing  is  not  impossible. 
But  historically,  it’s  been  costly  and  difficult 
to  set  up,  especially  when  the  data  needs  to 
be  shared  among  large  numbers  of  people, 
across  organizations,  between  disparate 
business  applications  and  over  the  Web. 

That’s  the  problem  Mountain  View,  Calif.- 
based  KnowNow  says  its  software  is  solving, 
making  it  possible  to  do  real-time  sharing  of 
information  over  the  Web.  The  company 
says  it  can  give  Web  applications  the  respon¬ 
siveness  of  client/server  applications.  “It’s 
potentially  helpful  technology  to  provide 
real-time  communication  between  enter¬ 
prises,”  says  Charles  Phillips,  managing 
director  at  Morgan  Stanley  Dean  Witter  in 
New  York  City  and  member  of  Darwin's 
Fittest  50  nominating  panel. 

KnowNow’s  software  is  built  on  existing 
Web  standards,  such  as  XML  and  Java.  It  uses 
a  publish-and-subscribe  model  to  guarantee 
delivery  of  information  to  people  or  business 
applications.  A  webpage  can  “subscribe”  to 
stock-level  information  that  its  warehouse’s 


Give  Them  a  Workout 

VENDORS  TO 

WATCH 

COMPANY 

PRODUCT 

FOUNDED 

WEBSITE 

RECIPIO 

San  Mateo,  Calif. 

Web-based  service  for  collecting 
and  analyzing  free-form  customer 
feedback. 

1998 

www.recipio.com 

ENTROPIA 

San  Diego 

Distributed  computing  software  that 
taps  surplus  PC  power  inside  the 
enterprise  or  over  the  Internet. 

1997 

www.entropia.com 

KNOWNOW 

Mountain  View, 

Calif. 

Software  for  real-time  data  sharing, 
application  integration  and  messaging 
via  the  Web. 

2000 

www.  knownow.  com 

CONSILIENT 

Berkeley,  Calif. 

Software  for  automating  the  human 
side  of  business  processes  and 
enabling  collaboration. 

1999 

www.  consilient,  com 

Real-time  data  sharing  is  not  impossible.  But 
historically  it's  been  costly  and  difficult  to  set  up. 
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ditional  business  software  in  that  processes 
are  not  rigidly  hard-coded:  If  some  unex¬ 
pected  glitch  arises  during  a  routine  deal  and 
it  needs  the  CEO’s  immediate  attention,  the 
tasklet  can  just  be  forwarded  to  her.  Tasklets 
also  keep  track  of  every  action,  making  it 
easier  to  see  where  things  stand  (or  find  out 
what  went  wrong  after  the  fact)  than  it 
would  be  to  trace  a  chain  of  e-mail  messages, 
phone  calls  and  faxes. 

Technology  Forecaster  Saffo  likes  Con¬ 
silient’s  “biological”  approach  to  business 
processes,  a  trend  that  he’s  particularly 
interested  in  these  days.  Unlike  rigid  indus¬ 
trial-age  approaches  to  building  software 
and  looking  at  interactions  within  organi¬ 
zations,  biological  models  are  adaptive  and 


or  distributor’s  inventory  system  “publishes,” 
and  give  its  Web  customer  a  real-time  update 
on  whether  a  product  is  in  stock.  A  sales 
manager’s  Excel  spreadsheet  can  subscribe  to 
real-time  sales  data  from  a  company’s  back¬ 
end  systems  so  that  he  can  instantly  know 
where  he  stacks  up  against  his  monthly 
quota.  “KnowNow  has  come  up  with  some 
very  sophisticated  technology  that  still  looks 
very  simple  to  users,”  Werbach  says. 

As  of  late  summer,  he  adds,  KnowNow 
was  the  “it”  company  of  Silicon  Valley, 
thanks  to  the  $8.5  million  in  funding  it 
received  from  name-brand  VC  firms.  Its 
founders  are  well-known  in  technology  cir¬ 
cles,  and  its  management  team  has  startup 
experience.  Whether  KnowNow  remains 
so  hot  depends  on  how  many  customers  it 
can  sign  up— and  how  fast,  as  it  is  not 
the  only  company  working  in  the 
trendy  areas  of  real-time  computing 
and  application  integration. 


Business  Peer-to-Peer 

Flex  Your  Collaborative  Muscle 

4  To  date,  most  B2B  e-com¬ 
merce  efforts  have  focused  on 
automating  just  the  transac¬ 
tion— not  all  of  the  squishy, 
person-to-person  interaction 
that  happens  before  or  after  it. 
Berkeley,  Calif. -based  Consilient  has 
developed  software  to  help  automate  the 
human  side  of  business  processes — 
responding  to  an  RFP  or  issuing  a  pur¬ 
chase  order,  for  instance — whether  those 
processes  take  place  within  a  single  com¬ 
pany  or  between  multiple  companies. 
Consilient’s  XML-based  “tasklets”  are 
small  pieces  of  software  that  aggregate  all 
the  information  needed  to  complete  a 
given  task  or  process.  The  tasklets  can  be 
sent  via  e-mail  to  whoever  needs  to  take 
the  next  step  in  the  process. 

Consilient’s  software  differs  from  tra- 


Know  other  hot  companies?  Senior  Editor  Sari  Kalin 
can  be  reached  at skalin@darwinmag.com. 


darwinmag.com  For  more  tips  on  stream¬ 
lining  your  SUPPLY  CHAIN,  check  out  our  Supply  Chain 
Learning  Center  at  www.darwinmag.com/learn/scm. 


“have  a  richer  vocabulary  for  talking  about 
change  and  uncertainty,”  he  says.  “And 
that’s  really  what  business  is  all  about.” 
Consilient  often  gets  mentioned  in  the  same 
breath  as  other  new  companies  that  have 
found  corporate  applications  for  peer-to- 
peer  (P2P)  networking.  But  Consilient’s 
architecture  is  more  flexible  than  strict  P2P 
networking:  Tasklets  can  be  run  off  a  cen¬ 
tral  server,  over  the  Internet  or  over  a  local 
area  network.  They  can  also  be  run  with¬ 
out  a  central  server — off  personal  process 
exchange  software  that  sits  on  each  PC. 

At  Fittest  50  winner  BP,  Consilient  is 
being  used  as  part  of  a  system  that  tracks 
security  breaches  at  BP’s  gas  stations,  corpo¬ 
rate  offices  and  refineries  around  the  globe. 
BP  originally  designed  the  system  so 
that  security  investigators  could  use  it 
via  an  enterprise  portal,  according  to  a 
Consilient  spokeswoman.  But  investi¬ 
gators  from  Singapore  to  South  Africa 
didn’t  like  having  to  be  online — or 
couldn’t  get  a  fast  enough  dial-up  line — 
to  use  the  portal.  Consilient’s  software 
doesn’t  replace  the  portal,  she  says;  it 
extends  it  so  that  the  investigators  can 
enter  the  same  information  but  work 
offline.  It  also  gives  investigators  more 
flexibility;  they  can  e-mail  a  tasklet  to 
anyone  in  the  company  who  needs  to 
act  on  it. 

At  this  writing,  Consilient  has  just 
upgraded  its  software  so  that  tasklets 
can  be  securely  shared  between  com¬ 
panies  (as  in  the  hypothetical  RFP 
example).  Potential  customers  in  the 
insurance  underwriting  and  financial 
derivatives  industries  are  testing  this 
extended  use.  PI 
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IDG  is  the  world's  leading  technology  media, 
research  and  event  company.  Founded  in  1964, 

IDG  had  2000  revenues  of  $3.1  billion  and  has 
more  than  12,000  employees  worldwide.  IDG  offers 
the  widest  range  of  media  options,  which  reach 
100  million  technology  buyers  in  85  countries  repre¬ 
senting  95  percent  of  worldwide  IT  spending.  IDG's 
diverse  product  and  services  portfolio  spans  six  key 
areas,  including  print  publishing,  online  publishing, 
events,  market  research,  education  and  training,  and 
global  marketing  services.  More  than  100  million 
people  read  one  or  more  of  IDG's  300  magazines 
and  newspapers  in  85  countries  each  month.  IDG's 
global  publication  product  lines  include  CIO,  Com- 
puterworld/InfoWorld,  Macworld,  Network  World, 

The  Industry  Standard  and  PC  World  family  of  publi¬ 
cations.  Hungry  Minds  is  a  leading  global  knowl¬ 
edge  provider  with  a  diverse  portfolio  of  technology 
and  consumer  book  brands,  computer-based  learn¬ 
ing  tools  and  websites.  The  "...For  Dummies"  series, 
Hungry  Minds'  flagship  brand,  has  over  400  titles 
and  more  than  75  million  books  in  print.  IDG  offers 
online  users  the  largest  network  of  technology-spe¬ 
cific  websites  around  the  world  through  IDG.net 
(www.idg.net),  which  comprises  more  than  300  tar¬ 
geted  websites  in  75  countries.  International  Data 
Corp.  (IDC)  is  the  world's  leading  provider  of  IT  data, 
analysis  and  consulting,  with  research  centers  in  43 
countries  and  more  than  575  research  analysts 
worldwide.  IDG  World  Expo  is  a  leading  producer  of 
more  than  168  globally  branded  events  in  35  coun¬ 
tries,  including  LinuxWorld,  Macworld  Expo,  Corn- 
Net,  ASP  World  and  ICE  (Internet  Commerce  Expo). 
IDG's  training  subsidiary,  ExecuTrain,  is  the  world's 
largest  performance  improvement  company,  with 
more  than  250  locations  worldwide  and  785  training 
courses.  IDG  Marketing  Services  helps  the  Indus¬ 
try's  leading  IT  companies  build  international  brand 
recognition  by  developing  globally  integrated  mar¬ 
keting  programs  via  IDG's  print,  online  and  exposi¬ 
tion  products  worldwide.  IDG's  diverse  portfolio  of 
global  partnership  services  includes  customized 
research,  customized  publishing,  targeted  confer¬ 
ences  and  seminars,  and  direct  response  tools. 

More  information  can  be  found  at  www.idg.com. 
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Edited  by  Elaine  M.  Cummings 


looking  for  success  in  the  end.  The  process  of  dis 
agreeing— as  long  as  you  trust  the  other  person  anc 


can  be  energizing 


whole  business.  We  started  by  saying,  'Let's  do  a 


go  to  great  lengths  to  get  people  to  do  that.  In  other 
businesses,  listening  to  others  might  not  be  core  to 


speak  up,  and  if  they  think  they  have  a  better  way  of 
doing  things,  we  want  to  hear  about  it. 


TIM  AND  NINA  ZAGAT,  COFOUNDERS,  ZAGAT  SURVEY, 

2001  FITTEST  SO  WINNER 


gfi.  .  October  2001  www.darwinmag.com 


W: 

.  .  * 

L 

1 

w  & 

©2001  W.  Quinn  Associates,  Inc. 


Advertisement 


case  study  by  Jeffrey  Slapp 


Storage  Resource  Management  ROI 

StorageCentral  SRM  Saves  a  Week  Per  Month  at  Penn  State  University 


WHEN  I  TOOK  THE  POSITION  AT  THE  DEPARTMENT  OF 

Political  Science,  I  faced  several  challenges.  First  of  all,  the 
department  had  decided  not  to  use  the  services  of  the  central 
information  technology  department.  I  immediately  became  a 
one-person  IT  department  responsible  for  buying  additional 
servers  and  setting  up  a  new  network. 

As  a  routine  part  of  this  job,  I  also  have  to  abide  by  a  policy 
for  what  types  of  files  get  stored  on  university  servers.  Some 
students  had  put  their  mp3  collections  on  CDs  and  had  them 
warehoused  on  the  server.  Students  who  like  computer  tech¬ 
nology  tend  to  spend  a  lot  of  time  downloading  games  from  the 
Web  onto  the  server. 

To  save  me  time  maintaining  storage,  I  turned  to  WQuinn’s 
StorageCentral  SRM  Enterprise  Edition,  a  real-time  space 
allocation  monitoring  and  reporting  product  for  Windows 
NT/2000.  I  had  read  several  positive  product  reviews  about 
StorageCentral  SRM.  After  I  tested  it,  I  was  hooked  on  all  the 
reports  I  could  get  showing  the  characteristics  of  files  in  all  the 
home  directories. 

1  also  used  StorageCentral  SRM  to  reallocate  space  to  students, 


and  to  monitor  it  to  ensure  students  didn’t  exceed  their  limit.  If 
students  exceed  their  space,  StorageCentral  SRM  provides 
them  with  an  on-screen  pop-up  message  telling  them  to  free  up 
space.  I  never  had  students  exceed  their  space  allocation.  So 
StorageCentral  SRM  never  needed  to  deliver  its  warning  mes¬ 
sage,  and  I  was  able  to  keep  storage  space  evenly  distributed. 

Using  the  StorageCentral  SRM  web-based  reporting  feature,  I 
ran  a  variety  of  reports  to  determine  the  extent  of  the  cleanup 
on  the  file  server.  The  duplicates  report  found  about  17  giga¬ 
bytes  of  wasted  compressed  space  taken  up  by  95,000  dupli¬ 
cate  files.  Since  students  attend  the  same  classes,  they  seem  to 
replicate  the  same  files.  I  immediately  sent  everyone  an  e-mail 
message  asking  them  to  go  through  their  home  directories  and 
to  do  the  following:  delete  any  duplicate  files  they  didn’t  need, 
determine  which  documents  could  be  archived  to  CD-R,  and, 
in  the  future,  to  store  class  documents  in  the  common  directo¬ 
ries  set  up  for  them.  No  one  needs  to  have  20  copies  of  the 
same  Word  file  stored  in  several  different  locations.  Anyway, 
this  exercise  enabled  me  to  free  up  more  than  10  gigabytes  of 
compressed  storage  space.  I  also  freed  up  additional  space  by 
deleting  files  belonging  to  students  no  longer  in  the  department. 

Thus,  StorageCentral  SRM  saved  me  about  a  week  a  month 
looking  through  everyone’s  home  directory  for  outstanding 
files  that  may  be  questionable.  The  product  also  enabled  me  to 
reduce  my  accountability  for  issues  that  fly  in  the  face  of  the 
University’s  storage  policy.  Ignorance  is  not  an  excuse  for  not 
finding  mp3’s  and  executables  and  getting  rid  of  them. 

StorageCentral  SRM  is  a  must  for  controlling  storage  growth 
at  the  directory  level.  Windows  2000  only  allows  you  to 
allocate  space  at  the  volume  level,  which  is  useless  for  us. 
Allocating  space  at  all  levels,  reporting  on  usage  patterns,  and 
blocking  unwanted  file  types  are  all  critical  parts  of  an  effective 
SRM  deployment.  That’s  why  I  chose  StorageCentral  SRM. 


Over  3,500  companies  in  50  countries,  including  Microsoft  and  80 
of  the  Fortune  100  use  StorageCentral  SRM  to  proactively  control 
data  storage  growth  in  real  time.  Download  your  free 
StorageCentral  SRM  eval  at  www.wquinn.com/darvvin,  and  register 
for  free  access  to  the  eBook,  “The  Definitive  Guide  to  Windows 
2000  Storage  Resource  Management.” 
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The  in-depth,  cost-cutting,  performance-enhancing, 

APPLICATION-CENTRIC  perspective 
OF  YOUR  STORAGE  ASSETS. 


With  the  Application-Centric  Storage  Management™  (ACSM™)  solution,  exclusively  from  BMC  Software,  you’ll  see 
your  storage  enterprise  as  you  have  never  seen  it  before  —  from  the  perspective  of  your  business  applications. 

ACSM’s  in-depth,  application-centric  perspective  lets  you  maximize  your  storage  investments  by  managing  your 
storage  assets  according  to  the  applications  they  support.  By  discovering,  mapping  and  correlating  critical  business 
applications  with  expensive  storage  assets,  you’ll  easily  see  and  understand  the  strategic  relationships  between  them. 

Plus,  our  ACSM  architecture  is  designed  for  complete  integration  with  our  industry-leading  PATROL®  systems 
management  solution,  which  lets  your  IT  staff  monitor,  manage  and  optimize  the  performance  of  your  diverse 
storage  assets  as  well  as  your  applications  with  a  single  console. 

Visit  www.bmc.com/acsm/darwinl  or  call  1-800-291-4262  today.  We  ll 
show  you  how  our  Application-Centric  Storage  Management  solution  can  help 
you  make  more  cost-efficient  and  strategic  storage  management  decisions.  Assuring  Business  Availability* 
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All  other  trademarks  belong  to  their  respective  companies.  ©2001  BMC  Software,  Inc.  All  rights  reserved.  A070P001. 


